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New Zealand Post is in a declining market with mail and has recently expanded its parcel and courier 
capabilities through the addition of significant global logistics capability. The Corporate and Business 
segment also identified potential opportunity in moving further in the value chain of the retail supply 
chain to cover helping businesses find and grow customers. Early stage research identified that many 
businesses felt they needed to grow by exporting but they found his to be very challenging. Some had 
tried and withdrawn from markets and others hadn’t known how to start.  
A proposed new business unit which would be a turn-key business solution helping New Zealand 
businesses connect with international customers and successfully delivering their products to those 
customers, was the solution to this need, the working title of which is ‘Grow Group’.  The goal of this 
project was to incubate with a small number of businesses to gain sufficient knowledge to determine if 
there is a sizeable enough market and margin to build a profitable business and establish if New Zealand 
Post can build sufficient IP to lead such a business. 
To develop a business which helped overcome the challenges which businesses faced we first needed to 
understand those challenges and how they could be overcome, focusing primarily on the Australian 
market, the project team discovered these major challenges were mainly down to a lack of planning, 
and that businesses needed to have market knowledge and clarity before entering, often had 
inadequate connections and resources and frequently grossly underestimated the costs involved. 
Businesses also needed to develop a commitment to market to relieve customer anxiety around 
purchasing from an international company.  
Incubating with clients led to the formation of a business plan for Limitless Supplements around the 
Australian market entry into the Whey Protein market. The idea was to learn the process through doing.  
It helped us to understand the Australian market dynamics, the regulations, logistical issues, marketing 
and sales channel issues and requirements and most importantly the requirements and obligations for 
conducting business in Australia. 
While this learning was helping the team to develop the business process, due diligence was needed for 
the overall business model. Having conducted a thorough market analysis, it was recognised that New 
Zealand Post do sit in a good position to launch such a business however lack certain operational 
capabilities to run it. It should further develop its international marketing capabilities, and will need to 
develop a software based automation of its business process. It would also be advantageous for the 
business to grow quickly, as business scale will greatly reduce fixed cost components such as 
warehousing and fixed-term staff.  
This market analysis also identified a close competitor, World Wide Access who could be acquired to aid 
in speed to market, acquiring many of the necessary capabilities and reducing market competition. If 
Grow Group entered alongside World Wide Access it is very likely that it would result in competitive 
behaviour which could threaten the business model. It is therefore recommended they be looked at for 
acquisition. 
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The following recommendations are also made in relation to developing the Grow Group business 
model: 
Table 1: Recommendations 
Initial focus on 
digital 
channels 
While in the longer term the business could support physical retail and should as a 
differentiator, it should initially focus on digital channels. Through focusing on digital 
channels, you focus your product categories and clients and can then put the business 
resources behind developing the digital retail channels and products to fill those 
channels. Through a template model, the business will be able to achieve cost 





Our business model closely follows World Wide Access’s and if we were to launch 
Grow Group as a business unit of New Zealand Post it would essentially be a technical 
follow of their business model. However there are many advantages of acquiring a 
competitor such as World Wide Access, firstly we would be gaining many of the 
operational competencies from their operation, including a dashboard software 
system, experience in US regulations and established channels into parts of the UK, US 
and Asia. We would also be acquiring one of our major competitors and reducing 
market competition for clients. Therefore there is a compelling case for acquisition, 
the synergies resulting from their operational competencies and our brand and ability 






In order for the business to differentiate itself and create a long term sustainable 
business it will need to develop some intellectual capital which would be hard for 
others to copy. Therefore the following recommendations are not critical to the 




Companies looking to export their products through physical distribution or those 
which have products which need to be touched to entice purchase could come to 
Grow Group for their vast network of agents and distributors. This will take time to 
develop and should follow on from the digital approach but there are some first steps 
that should be taken. A Grow Group website should be established listing all the 
products which Grow Group manage, inviting distributors, wholesalers and agents to 




A credit lending facility aimed at helping smaller clients manage their working capital, 
upfront marketing and logistics costs and establishing market commitment costs such 
as in-market websites, could be a fantastic way to differentiate the business while 
increasing revenues. This service would need to be risk-adjusted but could be 
facilitated through subsidiary bank KiwiBank and would be a great way to entice and 
even enable smaller clients to use the service. 
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Based on the conclusion that many mid-market businesses are not exporting because 
they deem it too risky, there is the potential to change the risk-reward paradigm for 
these mid-market businesses. There should be a few models a company can choose from 
based of their risk appetite, scale, and likely chance of success. The following are 
recommended client models: 
 
Gold The clients company and product received great review from the client screening and 
export readiness process, step 1. Therefore they can apply for credit services to create in 
market website, and pay for upfront marketing, logistics and service costs will be repaid 
out of margin on product sold.  
 
Silver The clients received good reviews but Grow Group doesn’t wish to take the risk on 
marketing and logistics costs.  Therefore they can use credit lending facility to create 
website and in market presence but must pay marketing and logistics costs as they occur. 
Repay credit and service costs through margin. 
 
Bronze The client has passed the assessment for export readiness and Grow Group has agreed to 
take them on as a client, however do not have enough confidence in the product to put 
much risk into it. All costs must be incurred by the company as they occur and they pay 
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As the student’s role is only part of the overall project, not all the analysis and business model and 
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Group teams decisions. This document therefore reflects work done by the student and 
recommendations drawn from that work to assist in developing business strategy. All opinions, errors or 
omissions in this document are the students. 
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Due to the confidential nature of this project, certain omissions relating to strategy and business model 
have been made. Any recommendations in this document are the student’s own opinion and may not 
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1.1 Background- Phase 1 ‘Market Validation’ 
New Zealand Post is in a declining market with mail and has recently expanded its parcel and courier 
capabilities through the addition of significant global logistics capability. The Corporate and Business 
segment also identified potential opportunity in moving further along the value chain of the retail supply 
chain to cover helping businesses find and grow customers, leveraging of the new global logistics 
capability and the strong New Zealand Post brand profile. The working title of this project would be 
called ‘Grow Group’. 
Background research had identified that many businesses felt they needed to grow by exporting but 
they found this to be very challenging. Some had tried and withdrawn from markets and others hadn’t 
known how to start.  
Based on this research Grow Group phase 1 developed and tested their hypothesis; that mid-market 
New Zealand business struggled to connect with customers overseas, and that a turn-key business 
solution helping them connect and successfully deliver their products would meet this need. The group 
tested this by conducting 35 qualitative interviews with mid-market businesses looking for specific 
insight into the hypothesis.  
Insights gained from phase 1 where: 
 Businesses are limited in their capability and resources; however feel they need more 
knowledge than ever to be competitive and successful.  
 Many businesses struggle to connect to new markets in New Zealand or internationally as they 
do not have the knowledge or expertise and do not know where to get it.  
 Many businesses have unique challenges around connecting their products with their 
customers. 
 Many businesses that have been exporting to traditional markets e.g. Europe, are finding those 
markets no longer tenable and are actively looking for new markets. 
 New Zealand businesses tend to see new business opportunity as risky, as they simply do not 
have the capacity to get it wrong and therefore prefer to try new opportunities on a small scale 
first to prove it can work and eliminate risk. 
 
These insights validated that there was the potential market for such a business, exactly how the 
business might operate to meet the needs of these mid-market customers was still unknown. The group 
decided to move into phase 2 which is to be a pilot trial with a small number of mid-market businesses 
from different categories, to determine what exactly were the challenges faced by these companies 
when exporting and how could a sustainable business service be developed to meet these needs.  
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1.2 Phase 2 ‘Pilot’- Intern joins project team 
The objective of Grow Group phase 2 is to incubate a small number of businesses to gain sufficient 
knowledge to determine if there is a sizeable enough market and margin to build a profitable business 
and establish if New Zealand Post can build sufficient IP to lead such a business. It is also a way to 
develop the business process and model, to determine what services are critical to clients, how they 
might be conducted and how a margin would be received. 
Therefore the project team are taking three businesses of various sizes and product categories to two 
markets (Australia and America) through the dominant digital channel in that market and where 
applicable physical channel. Insights and outcomes arising from this pilot will directly influence business 
strategy, model and process and ultimately determine if there is a viable business, if of which there is a 
business case will be written to seek approval to develop this business unit. 
Initial Pilot Model 
The initial business process consists of four main tasks, which can be seen in figure 1 below. It starts 
with a client assessment, and then a market entry plan is devised, followed by the execution of that plan 
and finally the measurement of sales results pertaining to the plan. This is a base model to test, and 






Figure 1: Initial Business Process 
1.3 My Role and Responsibilities 
The Grow Group team consists of four full time working members and a number of part-time members. 
The student and one other full time consultant are the only team members from outside the New 
Zealand Post organisation.  As the students role is only part of the overall project, not all the analysis, 
business model and process development will come from work contained in this report, but should help 
influence the team’s decisions.  
My role within this project consisted of three parts: 
1. Australian Market Expert 
The first was to be the team expert for the Australian market and to specifically identify: 
 The barriers New Zealand companies find in successfully exporting to Australia 
 Regulatory and market compliance requirements 
Client Assessment 
 Business Ready 
 Export Ready 
 Market Ready 




 Supply chain 
 Support 
Go To Market 
Execution 
 Feedback 
 Adjustments to 
plan 
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The aim of this role was to determine what the challenges were in exporting to Australia, and how 
solutions to those challenges could be incorporated into the business strategy and process. 
2. Market Planning 
The second was to take the lead in developing the market competitiveness and go to market strategy for 
the incubation clients in Australia. This would utilise the knowledge gained in the first role, and would 
allow the team to identify challenges, requirements and solutions and work towards building this 
knowledge into the business process. 
Market Plans were developed for: 
 Limitless Supplements 
 Weta Collectables  (confidential) 
 
3. Market Analysis 
The third was to complete a market analysis for Grow Group and use these insights to contribute to the 
development of business strategy, model and process. 
Figure 1 below shows the project road map of the student’s tasks in the project and for the future tasks 
of the Grow Group project after the pilot, upon which is a business case pitching either for or against the 



















-Due diligence  
-Identify barriers. 
     
 
 

















4.0    Market 
Analysis 
- Who are 
competitors? 
-How can we 
differ? 
 









6.0    Business 
Planning 
-Create Aussie 




7.0 Market Entry 
-Launch products 







-Reduce Client Risk 






-Determine viability of 
business. 
-Fine tune business 
process. 
-Evaluate target market 
section. 
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1.4 Literature Reviewed 
This section outlines best practice or known understanding relating to certain topics covered in this 
document and outlines where some methods and knowledge differed from this recommended best 
practice. It covers the topics of exporting, marketing and market analysis. 
Literature Notion Application Digression 
Leaping the Ditch 
(Garvey, 2009) 
 5 Predictors for 
successful Australian 
market entry 






Refers to setting up a 
business in Australia, 
commitment changes 
slightly when exporting 
digitally, without 
physical presence. 
Doing business in 
Australia (NZTE, 2010) 
 A how to guide for 




and regulations for 
setting up a business 




slightly as an exporter 
without physical 
presence, only need 
importer of license and 
not registered 
business. 
Blue Ocean Strategy 
(Kim & Maughborgne, 
2005) 
 Creating new market 





3 tiers of customers 
and strategy canvas 
used to understand 
what aspects would 
entice new customers 
to use business 
model. 
 
Guide to writing a 
business plan (MEM 
Class, 2006) 
 How to guide on 
writing a business 
plan. 




Followed a market led 





How to Write a 
Marketing analysis 
(Berry, 1999) 
 Summary of market 
then breaking down 
into segmentation. 
Used to analyse whey 
protein and GG 
industries, breakdown 
of industry players 
and what their 
competitive position 
is, and where we fit. 
 
The Marketing Mix 
(quickMBA.com) 
 The marketing mix 
and strategy, price, 
product, place and 
promotion. 
Used for developing 
market entry strategy 





the things that really 
matter for success 
(mindtools.com) 
 Identifying the 
essential areas of 
activity to meet the 
business objective. 
Used to evaluate 
essential areas of 
operation for business 
success. 
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2.0 Where do companies go wrong 
2.1 Planning Pitfalls 
Many New Zealand companies fail to successfully penetrate the Australian market for a number of 
reasons; however there are some similarities in the mistakes they make and it nearly always falls down 
to in-adequate planning. Therefore this section is an overview of some of the common planning 
mistakes made by Kiwi companies. Refer to Appendix A for more detail.  
2.1.1 Market Knowledge and clarity 
Many companies incorrectly view Australia as a single export market, where in fact it should be viewed 
as eight distinct markets consisting of six states and two territories; each state has its own regulatory 
and legal requirements, and varying consumer behavior’s. Many do not have a clear vision of where 
their product will fit into the Australian market, without a clear vision of how you will differentiate and 
place your product in market you will likely fail. This is research intensive at the front end but will guide 
the decisions you make and concentrate your efforts. (1) 
2.1.2 Inadequate connections and resources 
Many companies underestimate the importance of leveraging their connections. Australia is a tough 
environment to conduct business, establishing networks is one of the most critical factors to success. 
Your business will need to develop its supply chain network managing its relationships with both 
distributors and staff, both at home and abroad. Your business must also have the available resources to 
maintain a long-term commitment to this market, as it will likely take time for your product to gain 
traction in market. 
2.1.3 Underestimation of the costs 
The Australian market as discussed above is very different to the New Zealand market. One of the major 
problems companies face when entering it is the lack of financial planning. Companies frequently 
underestimate the costs associated with establishing their presence in market. Here are some of the 
common overlooked costs: 
 Legal costs: Australia is one of the most litigious countries in the world and as such has some 
very demanding laws and regulations to adhere to. The costs in meeting all the regulatory 
requirements can be very expensive and more capital intensive than most companies plan for. It 
is important to note in addition to regulation, this is most likely a market you are not familiar 
with and as such will likely rely on increased legal representation. 
 Marketing costs: Marketing costs are very high in Australia, and many companies don’t properly 
plan for this expenditure. It will take time for consumers to adopt your product and most likely a 
significant marketing campaign, it is important to have long-term commitment and the financial 
resources to plan for this. 
 Channel and distribution costs: Many businesses will choose a business model of going through 
a distributor or agent. These are good methods of getting your products to customers, however 
companies need to adequately price in these costs, distributors can charge anywhere from 12-
45% and logistics and distribution can cost anywhere from 8-95%. Many companies fail to 
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adequately price these margins into their cost base and often find once they have entered the 
market that they are unable to meet their cost base. 
 
2.2 Market Commitment 
This section outlines the commitments you will need to make when entering a market, separate to 
obligations such as tax, commitments outline the table stakes for conducting business which if not met 
will quickly lose your business customer loyalty and in the long run your business. 
2.2.1 In market presence 
Consumers are very wary about purchasing from international companies, especially when it comes to 
online retail. This is in part due to strong national pride and a buy Australian made attitude. While price 
will often negate this sentiment consumers are wary about purchasing from international suppliers, this 
is due to believed difficulty of returns, differences in business behavior and conduct and in perceived 
product quality. It is important to prove commitment to this market to alleviate these concerns; this can 
be achieved by local store presence, Australian domain name for company website and by tailoring your 
returns and product policy’s to those of industry norms. 
2.2.2 Stock Management 
Unless built into company strategy, you should never run out of stock. Running out of stock gives 
customers a chance to trial something else, if they can’t buy from your company for lack of stock they 
may try another product and you may never receive business from then again. Never give the customer 
the opportunity to need to try something different to your product. This is equally important for the 
domestic market and will require you to accurately forecast sales to allow time for product manufacture 
and logistics. 
2.3 Implications for business process 
Client Screening 
 Grow Group will need to screen the clients it takes diligently, it should choose products which 
would differentiate themselves in foreign markets or could achieve differentiation through 
product or process development. 
 It will also need to ensure that clients have the adequate scale ability to increase production to 
maintain stock levels, and the appropriate finances to increase their working capital and 
required commitment to the market. 
Business Process 
 Through developing in-market connections, the business could become a place sought after for 
its insight, knowledge and connections to market.  
 Create a template approach for displaying market commitment to customers. 
 ENMG 680 Final Report                           Sebastian Pierce Page 7 
 
7 
Final Report V1.0 
February 2013 
 
3.0 Market Planning- ‘Limitless Supplements’ 
This section is a case analysis of the planning process carried out for Pilot clients and the resulting 
implications for business process and strategy. Go to market plans were developed for both Limitless 
Supplements and Weta Collectables; however due to confidentiality the former will be used for the 
purpose of this document. 
It is our aim to successfully sell ‘Limitless Whey Protein’ in the Australian market. This started with an 
analysis of the Australian sports food and supplement market and in more depth the whey protein 
market. Acting upon market influences discovered from this research product changes were 
recommended to create in market differentiation and a market entry strategy devised. Limitless is 
currently about to enter stage 3 of the process (market entry). For more in depth analysis please refer to 
appendix B. 
 
3.1 Market Analysis 
Australia produces roughly 3% of the world whey market and overall is a net exporter, the Australian 
whey protein concentrate market segment our product is in is worth an estimated $22.8 million USD per 
year. (2) The category this product pertains to is quite fragmented with a range of suppliers competing 
both on price and quality. 
Some of the most successful competitors in this segment are the likes of Professional Whey, who we will 
consider our benchmark. Their strategy is to leverage the quality of the whey they source from NZ 
(which appears to be from the same supplier) and then flavor it using organic flavors, this allows them to 
focus on the natural aspect, targeting health conscious consumers; a growing consumer segment. 
Our ideal customer profile is someone wanting a tasty easy to mix protein for after gym use and food 
supplementation, which has the bare minimum of additives. They also don’t want to be paying a large 
amount for this product as it is a regular consumable purchase. Research has shown this to be a large 
and growing segment. 
There is no tariff or duty incurred in exporting WPC to Australia and if unit price shipped is under $1000 
then the product is zero rated and no GST tax is payable in either country.  
3.2 Recommended Product Changes 
Due to consumer sentiments towards products in this segment, there are two types of customers to aim 
for, price conscious or natural conscious. We will aim for the latter as the margins are higher for the 
natural category and better suit an export model. Given this decision we recommend the following 
changes to the product for it to differentiate itself in this segment: 
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3.2.1 Moo Protein 
 
Figure 3: MOO Logo 
1. We will launch a new protein range, it will use the same base protein however will have no 
added artificial sweetener (unless something natural like stevia) and will use natural flavoring. 
2. It will therefore have a new more retro and organic looking logo, part of this logo will be a brand 
mascot, MOO the cow. This will tie into the NZ story. 
3. MOO the cow feeds on lush green pastures year round, which results in the purest protein 
available, and then only adding natural ingredients we deliver one of the purest, most natural 
and least additive protein powders available. 
4. An Australian based webpage which will serve as a commitment to the market and reduce 
consumer uncertainty about the brand or product.  
This range will be the export range and will be a separate line to Limitless Whey. It will differentiate 
itself based of its quality branding and its natural profile. 
 
3.3 Market Entry 
3.3.1 Sales Chanel 
For the purpose of this trial Grow Group will not take possession of stock; it will not purchase the stock, 
it will then sea freight to an Adelaide distributor (due to connection with the Limitless company and 
price competitive nature of handling costs).The product is then listed on EBay Australia, the initial and 
major channel for sales (largest digital channel in Australia). Once sale has occurred the product will be 
two day in-market couriered to the customer (in-line with industry standards), for the purpose of this 
trial the client will take payment, and then forward the Grow Group Margin. 
3.3.2 Awareness Promotion 
The protein will be sold through group-discount websites initially to quickly build brand awareness, to 
tell the brand story and to encourage sampling. The sale on these sites will link back to the EBay sales 
site for repurchase and Facebook and company webpage for product and company information.  
There will also be the opportunity to create a viral marketing video for YouTube, this would be a comical 
one similar to the 42 below one, portraying a funky brand image and taking the mickey out of kiwis, but 
emphasising our ability to produce  pure ingredients.  
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3.3.3 Ongoing Promotion 
The Facebook page will be running competitions and promotions, and also have daily updates featuring 
protein powder recipes, training and nutritional tips, and comical things related to sports nutrition, 
training and current events. The Facebook page will serve as an interactive marketing tool which the 
company can freely communicate to its customers through. Facebook was chosen due to its large user 
base in relation to other forms such as twitter. Only one was chosen to reduce time spent maintaining 
pages. 
There will be search engine optimisation to link people searching whey protein directly to our EBay sales 
site. These forms of marketing are low cost and interactive and will allow us to maintain low marketing 
costs (one of the major barriers to being successful in Australia). 
3.3.4 Research 
A landing page for MOO protein will be built using an Australian URL, most likely (.com.au). This page is 
informational only and will serve as a commitment to the Australian market. It will reduce buyer anxiety 
about purchasing from an international company and for intents and purposes look like an Australian 
company. It will relay brand and product information and redirect customers to EBay for purchase. 
3.4 Competitor Reaction and Pricing 
Due to the fragmented nature of the protein market in Australia there is not likely to be a strong 
competitor reaction from any individual company. Although we will need to follow some industry norms 
to remain competitive, for example shipping must be included in the sales price and we will offer bulk 
discounts due to reduced transport costs per unit. Our benchmark Professional whey was chosen 
because their protein is from the same source as our own, has good brand profile and similar attributes 
to that of MOO. They sell their protein for $38AUD per one kg and we will sell in market for $36AUD. 
 
3.5 What was learnt from this process? 
Regulatory and compliance 
 We have learnt about the process of going through regulatory requirements and the 
certifications needed for chain of custody from the Ministry of Primary Industries, and will are 
now able to complete this process faster for future food products. 
 What our tax obligations are for selling products in Australia are, dependent on sea freight or 
small order air freight. (In which it can vary from 10% import GST or Zero rated and no GST) 
Capabilities 
 We developed our EBay sales channel (Store), and now understand the process for creating a 
.com.au website where a company must first be registered to apply. 
 We realise we still need to develop warehousing capabilities on the east coast of Australia, and 
not necessarily for this product but need to bring distributors into our network. 
 All the above knowledge has fed into the team’s business process, and when repeating this 
process for other clients will reduce the time and costs needed for market entry. 
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3.5.1 Template this Digital Approach- Australia 
Having developed two business plans for Australian market entry, we start to see an emerging business 
model. While the promotional efforts may vary slightly depending on product category, having a 
template approach that is known to be successful allows for drastically reduced analysis and entry costs 
on a per client basis. Figure 5 below graphically shows this template market entry approach for clients 
who fit the digital mode in Australia. 
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4.0 Grow Group Market Analysis   
This section is a market analysis of the competitive environment that Grow Group will face if they 
become an operational business unit. It outlines what services are currently in the market, if Grow 
Group can differentiate itself to those services and what the reaction of its competitors may be upon 
Grow Groups market entry and how that should influence Grow Group strategy. 
4.1 Current Market 
There are many companies across a number of different industries providing similar or part solutions to 
that aimed at by Grow Group. There is however no complete managed solution for handling all of a 
company’s export needs. ShipWire and Amazon fulfillment offer warehousing and delivery services 
which incorporate I.T automated reporting. A freight forwarder can get them into market even cheaper 
without the reporting, upon which an ‘Importer of Record’ such as a local business is required to receive 
the goods in market, or in market warehouse and courier companies could be used. Once you’re able to 
deliver the goods, you need to actually sell them. That’s where you may employ the efforts of a 
domestic marketing company to establish a webpage for your business and develop a marketing 
campaign. While the business can employ all of these services to reach a positive result, it remains that 
it must be actively managed by the company itself in areas where they have little or no expertise and 
need to manage at a distance. 
Our niche exists where we create an end to end service which meets the needs of the business with 
limited resources, export intelligence and risk appetite, which from our research is a description of many 
New Zealand mid-market businesses. For more detailed information please refer to appendix C. 
Below in Table 1 is the number of New Zealand companies which fit the Grow Group export categories 
by their relative size. Group Groups customers will generally be in the <$5M category, however as we 
understand from incubation, even larger companies can employ our services. As it was not the students 
role to validate the market only a brief market snapshot has been used. 
Count of Turnover   
 
Total 
  Business Size Total Ave Sales Value M % by vol % By val 
 < NZ $1M 175 0.54 94.5 26% 1% 
 NZ $1M - $2M 228 1.5 342 34% 4% 
 NZ $2M - $5M 104 2.5 260 16% 3% 
 NZ $5M - $10M 66 7.5 495 10% 6% 
 >NZ $10M 91 85 7735 14% 87% 
Grand Total 664   8926.5 
  Table 2: Number of Potential Clients by demographics [Source: ANSIC (3)] 
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4.2 Competitor Analysis 
The Grow Group business has direct and indirect competition in both New Zealand and overseas. Direct 
competitors are those offering part solutions, as there is no one business currently offering a whole 
managed solution. Indirect competitors are those businesses which choose to export their own 
products, or foreign companies which choose to stock New Zealand products.  
World Wide Access poses the strongest competition and whose business model closely resembles our 
own, in which they sell clients products internationally via Amazon, however their marketing effort is 
less intensive and they do all warehousing and delivery in the US through the Amazon fulfillment 
service. If Grow Group was to establish this business it is very likely that World Wide Access would 
competitively fight back, likely making it difficult for us to obtain clients, and potentially offering lower 
margins to do this. There is a strong case for acquiring this business, to avoid this competition and to 
acquire the established capabilities they already have, for speed to market. 
It is worth noting that while NZTE is a competitor for larger clients, Grow Group could be a 
complimentary offering alongside their own for mid-market clients as they tend to only help larger 
enterprises over $5m, and they would likely refer smaller clients to us if they had confidence in the 
service. Table 2 below is a summary competitor analysis, for more detailed information please refer to 
appendix C. 
Company Service type Strengths Weaknesses 
World Wide 
Access (4) 
Managed/Agent -Simple and easy to use 
websites. 
-Very smooth I.T dashboard 
system to handle operations 
and reporting. 
- Have no connections to physical 
distribution. 
-Level of marketing is low, deemed 
crucial for Australia. 
Shop NZ (5) E-Retail  -Large array of products. 
-It does allow purchases in 
multiple currencies. 
-Based in NZ. 
-Has passive approach, not going 
to where customers are.  
 
Buy NZ (6) E-Retail -Has strong brand awareness 
in NZ market. 
-Doesn’t aid with exporting. 
-Doesn’t sell on behalf, more of a 
catalogue. 
-Has passive approach. 
NZTE (7) Agency -Between itself and MFAT, 
have diverse network of 
business connections. 
-Has intimate knowledge in 
many sectors, GG is looking 
at. 
-Does not actually conduct any 
work or services on your behalf, 
has more of an advisor and 
introductory role. 
Katabolt (8) Consultancy -So called established network 
of business people. 
-Qualification services on 
viability of exports. 
-They don’t handle exports, they 
only consult. 
-They don’t handle logistics and 
therefore don’t have I.T systems.  
ShipWire (9) Logistics -World class Dashboard 
system. 
-Does not offer marketing 
expertise. 
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-Integration into company’s 
website. 
-Strong and diverse 
warehousing network. 
-Does not create demand, only 




Logistics -Integrated system into 
Amazon marketplace. 
-Customer can be certain after 
sales service is being handled 
by Amazon (buy with trust). 
-Increased exposure by being 
listed at the top of free 
shipping listings. 
-Does not handle marketing or 
promotion. 
-Requires you to first send your 
products to Amazon warehouse. 
-Limited distribution network, 




Shipping -Focus directly on shipping 
aspect, therefore competitive 
rates. 
-No I.T feedback system on how 
much product you’re selling. 
-No marketing services, just pure 
international transport. 
Table 3: Competitor Analysis 
4.3 Strategy Canvas 
A strategy canvas is a diagnostic tool and action framework for building compelling differentiation. The 
horizontal axis captures the range of factors that the industry competes on and invests in, while the 
vertical axis captures the offering level that buyers receive across all competing factors. As can be seen 
below in Figure 4 Grow Group’s and the World Wide Access model closely resemble each other; 
however Grow Group aims to differentiate itself through its physical distribution channels and greater 
marketing knowledge and expertise. Most other services are only part solutions for exporting. We have 
assumed necessary capabilities have been acquired. 
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4.4 3 Tiers of Non-Customers 
To expand the potential client base which Grow Group will have, it is worthwhile looking at 
noncustomers, by finding common value in what these noncustomers desire and what the “ideal” client 
values, you can greatly expand potential client base. 
 
Tier 1: “Soon-to-be” 
noncustomers who are on the 
edge of your market waiting to 
jump ship. 
 
The Grow Group business model is aimed at helping mid-market 
businesses who typically don’t have the resources or experience to 
export, however larger organisations are also able to benefit from this 
service for markets which they have little knowledge. 
 
Tier 2: “Refusing” 
noncustomers who 
consciously choose against 
your market. 
 
These are customers who are large enough to have sales and 
marketing, and supply-chain departments to handle their export 
requirements or simply have established networks and have no need 
to change. 
 
Tier 3:  “Unexplored” 
noncustomers who are in 
markets distant from yours. 
 
There is no reason why this service need be explicitly for New Zealand 
businesses, once established companies from all over the world could 
come to Grow Group for their in market knowledge and expertise. 




4.5 SWOT Analysis 
An analysis of the external and internal factors which influence Grow Group has been conducted as part 
of the strategic planning process. The SWOT analysis in Table 3 outlines the strengths, weaknesses, 
opportunities and threats for Grow Group and matches them to a recommended course of action. 
Strengths Weaknesses 
 Brand name, people trust the NZ Post 
brand, given this trust we are likely to 
be viewed as a market leader among 
clients. 
 In house marketing staff, knowledge 
around product promotion and how to 
move product off shelf. 
 Global Logistics arm to handle 
distribution and warehousing. 
 Capital to acquire capabilities. 
 Only has a small international marketing 
focused team, mainly domestic. 
 No world class I.T like that of ShipWire, World 
Wide Access or Amazon. 
 Un-trialed business model, unfamiliar among 
clients. Unknown as a reseller of products, 
therefore need to build brand story. 
 No physical distributors, wholesalers or 
resellers in our network. 
 
Go Invest 
 NZ Post is leveraging its strengths to go 
after this niche opportunity. 
 In global marketing team for in market/online 
promotion. 
 In world class I.T like that of ShipWire or 
World Wide Access. 
 Develop business model through incubation, 
show success with clients. 
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 Acquire physical distributors, wholesalers or 
resellers into our network. 
Opportunities Threats 
 Unfulfilled customer need, to provide 
more front end to exporters. 
 Can extend down the value chain to 
become a business partner. 
 World Wide Access remains a credible threat 
as they could acquire better front end service 
as easy as we could acquire back end I.T. 
 Amazon fulfillment could add front end 
marketing services to its backend fulfillment. 
 Business model doesn’t work, can’t attain 
enough clients to support the required 
infrastructure, or margins to low. 
Defend Avoid 
 Very strong case for acquiring World 
Wide Access, not only for purchasing 
capability or the I.T but for eliminating 
the largest market competitor. 
 Avoid competing with the likes of ShipWire, 
we focus on companies which want the front-
end marketing service as well as the backend 
and develop a strong brand toward this 
service. 
Table 4: Grow Group SWOT Analysis 
 
4.6 Implications for Business Process and Viability 
Customer Focus 
 The business model should focus on customers who want the front end marketing service; 
logistics should play a support role in the service. This will entice people who don’t have market 
knowledge or clarity and can therefore outsource the marketing function to Grow Group. 
 While the focus has been primarily on New Zealand businesses, the group should include in its 
target market other international businesses in foreign markets, as it becomes a specialist in 
entering particular markets its services could be used by companies worldwide.  While New 
Zealand Post is an SOE, it is run as a corporate business and any non-commercial activities to be 
carried out must be funded by the government. This doesn’t directly go against the Deed of 
Understanding they have with the government, which outlines Post’s social, price and service 
obligations. 
Acquisition 
There is a strong case for acquiring the main market competitor World Wide Access, the major 
advantages of this are: 
 Acquisition of a large portion of the capabilities Grow Group will need, such as reporting 
software, established connections in U.S, Europe, China and increasingly Japan. 
 Eliminate the competitive feud which would likely develop should Grow Group enter alongside 
World Wide Access. 
 The business would acquire an already profitable business which is facing high-growth (winner 
of Deloitte fast 50), associating New Zealand Posts trusted brand and financial resources to this 
could see even larger growth and scale. 
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5.0 Strategic Planning Considerations 
This section outlines other considerations not arising from the pilot trial or market analysis which the 
business will need to consider building into its business process and strategy should the business case be 
approved. 
5.1 Emerging trends and issues 
There are a number of emerging trends and issues regarding exporting and the prominence of online 
and mobile shopping, which our business model has focused on utilising. It is important to anticipate, 
understand and plan for these changes when developing any business strategy. Table 4 shows a 
summary of market trends and issues facing the industry space which Grow Group will operate in. For 
more detail refer to appendix D. 
Emerging Trend Consequence 
MCommerce (Mobile Commerce) (12)  Have to have a mobile offering to be 
competitive, using EBay marketplace app. 
Ecommerce   Will see traditional stores embrace multi-
channel strategies. 
Social Promotion  Developing an audience which can then be 
freely marketed too. 
Emerging Issue Consequence 
High/Rising NZD  Threatens viability of exports. 
Maintaining I.P  Developing a sustainable business model. 
Rising transport costs  Threatens viability of exports. 
Lack of capability  Cannot provide the desired service 
Table 5: Market Trends and Issues 
 
5.2 Critical Success factors 
Critical success factors (CSF) are the critical factors or activities required for ensuring success within an 
industry or market. The critical success factors, along with key reporting areas (KRA) present 
fundamental factors which Grow Group should look to focus on to ensure successful development and 
sustainability for their turn-key export solution. Critical success factors are summarised below in table 5 
with an expanded view of KRA’s in Appendix E. 
CSF KRA 
1. Effective client screening Clients Should have: 
A. Have ample production capacity. 
B. Have finances to maintain long-term 
commitment/ Working capital. 
C. Quality products which don’t compete on price 
alone. 
2. Client Satisfaction A. Automated reporting and forecasting. 
B. Competitively Priced. 
C. Minimum input for client. 
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3. Meeting Customer 
expectations 
A. Overnight/2-day Delivery. 
B. Easy returns/ Good product description. 
C. Appearance of a domestic company. 
D. Good marketing and customer support. 
4. International Market 
knowledge 
A. Partner with in market agencies (Or test need). 
B. Aim to template digital approach. 
C. Learn what works and incorporate into new 
strategy. (feedback) 
5. Learning this Business A. Build process knowledge through pilot, or 
B. Acquire a competitor who has an effective 
process. 
6. Develop Independent 
Culture 
A. Marketing culture should be independent of 
Logistics unit. 
7. Create Credit lending facility A. Enable smaller clients to grow 
Table 6: Critical Success Factors 
 
5.3 Implications for Business Process and Strategy 
Table Stakes 
Effective client screening, client satisfaction and meeting customer expectations are table stakes for 
playing in this market, however the requirements for meeting these in the Australian market can be 
different and the business will need to adhere to industry norms. 
International Market knowledge and developing business culture are things that will make or break the 
business but are less important in the short term. For the longer term success of the business it will 
need to adopt an independent culture and expand its market knowledge. 
Implications for service 
The emerging issues such as rising NZD and fuel prices are risks which the business will have to manage 
throughout its day to day operations. It would be advisable to look at potential currency hedging once 
the business has scale, to avoid large adverse currency fluctuations. 
One of the major barriers for companies looking to export is inadequately planning for the amount of 
resources they are likely going to expend on entering their new market. Access to appropriate working 
capital for increase in production, upfront marketing and logistics costs can be a make or break for 
moving forward. A credit lending facility service could be a fantastic differentiator for this business and 
another means for generating revenue. New Zealand Post is in a good situation to enable this with 
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New Zealand mid-market businesses face many challenges around business growth, with many kiwi 
entrepreneurs focusing on the opportunity right in front of them, the local market before expanding 
overseas. With only 4.5 million residents there is very little upside to focusing primarily on the local 
market, even expanding to Australia means less than 30 million potential users for a product. Many 
simply avoid it as they view exporting as too difficult, as they either do not have the resources to enable 
exporting or they do not have the sufficient scale to get it wrong. (13) 
With the traditional retail mix moving from high-street stores to online and mobile offerings, the export 
model is changing. Traditional products which may have been untenable for export due to the high 
margins asked by distributors, agents and marketers are starting to become tenable options due to a 
new emerging export model. One in which an exporter can pay a 7.9% listing fee rather than a 35% 
distributor fee, or a $0.20 pay per click ad rather than a $3000 radio advertising campaign. While this 
increases the viability of exporting for many New Zealand businesses, the process of conducting 
exporting and the risks involved still remain.  
The opportunity therefore exists for New Zealand Post to create a managed mid-market export solution 
service, which leverages this changing export model and its international logistics capabilities to help 
enable business to connect with new customers through the exporting process.  There will also need to 
be physical channels established for products which suit physical distribution. 
New Zealand Post still lack certain capabilities required to run such a business and will therefore need to 
invest in the following: 
 Warehousing network 
 Physical Distributors 
 Automated reporting software 
 International Marketing (If pilot proves need) 
Having a managed export-solution which follows market-led insights greatly increases the chance of 
successful market entry; however Grow Group should also aim to reduce some of the other barriers 
which companies typically face such as: 
 Increase in working capital and Stock Management 
 Upfront marketing and logistics costs 
 Upfront commitment costs such as in-market website 
While the business case is still under construction and market sizing is still yet to be confirmed, early 
indicators of a sustainable business exist. World Wide Access a New Zealand business whose model 
closely matches that of Grow Groups has had early success, having recently expanded its business 
beyond the USA into the UK, Japan and China. Grow Group should look at acquiring this or a similar 
business for speed to market and acquisition of capabilities, and reducing the competitive backlash 
which would likely occur should Grow Group enter the market alongside World Wide Access. 
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Based on the preceding conclusions and on the basis that there is a sustainable business opportunity in 
this model I make the following recommendations relating to the Grow Group business model and 
strategy. 
7.1 Initial focus on digital channels 
While in the longer term the business could support physical retail and should as a differentiator, it 
should initially focus on digital channels. Through focusing on digital channels, you focus your product 
categories and clients and can then put the business resources behind developing the digital retail 
channels and products to fill those channels. Through a template model, the business will be able to 
achieve cost effective market entry for most of its clients. The model is shown graphically in section 5.3. 
7.2 Acquire Capabilities 
Our business model closely follows World Wide Access’s and if we were to launch Grow Group as a 
business unit of New Zealand Post it would essentially be a technical follow of their business model. 
However there are many advantages of acquiring a competitor such as World Wide Access, firstly we 
would be gaining many of the operational competencies from their operation, including a dashboard 
software system, experience in US regulations and established channels into parts of the UK, US and 
Asia. We would also be acquiring one of our major competitors and reducing market competition for 
clients. Therefore there is a compelling case for acquisition, the synergies resulting from their 
operational competencies and our brand and ability to scale could result in a more profitable business 
for both parties. 
 
7.3 Creating Sustainable I.P 
In order for the business to differentiate itself and create a long term sustainable business it will need to 
develop some intellectual capital which would be hard for others to copy. Therefore the following 
recommendations are not critical to the businesses success but ways in which it can create this 
differentiation. 
7.3.1 Through Physical Distribution 
 Companies looking to export their products through physical distribution or those which have products 
which need to be touched to entice purchase could come to Grow Group for their vast network of 
agents and distributors. This will take time to develop and should follow on from the digital approach 
but there are some first steps that should be taken. A Grow Group website should be established listing 
all the products which Grow Group manage, inviting distributors, wholesalers and agents to inquire 
about stocking any particular products. 
7.3.2 Through Credit Lending Facility 
A credit lending facility aimed at helping smaller clients manage their working capital, upfront marketing 
and logistics costs and establishing market commitment costs such as in-market websites, could be a 
 ENMG 680 Final Report                           Sebastian Pierce Page 20 
 
20 
Final Report V1.0 
February 2013 
 
fantastic way to differentiate the business while increasing revenues. This service would need to be risk-
adjusted but could be facilitated through subsidiary bank KiwiBank and would be a great way to entice 
and even enable smaller clients to use the service. 
 
7.4 Potential Client models 
Based on the conclusion that many mid-market businesses are not exporting because they deem it too 
risky, there is the potential to change the risk-reward paradigm for these mid-market businesses. There 
should be a few models a company can choose from based of their risk appetite, scale, and likely chance 
of success. The following are recommended client models: 
Gold 
The clients company and product received great review from the client screening and export readiness 
process, step 1. Therefore they can apply for credit services to create in market website, and pay for 
upfront marketing, logistics and service costs will be repaid out of margin on product sold.  
Silver 
The clients received good reviews but Grow Group doesn’t wish to take the risk on marketing and 
logistics costs.  Therefore they can use credit lending facility to create website and in market presence 
but must pay marketing and logistics costs as they occur. Repay credit and service costs through margin. 
Bronze 
The client has passed the assessment for export readiness and Grow Group has agreed to take them on 
as a client, however do not have enough confidence in the product to put much risk into it. All costs 
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8.0 On a Personal Note 
8.1 Personal Reflection 
From beginning to end I have thoroughly enjoyed my work in this project, as it was both challenging and 
appealing to my entrepreneurial nature. It allowed me to be involved in a startup type business while 
still working within a corporate environment. 
I have learnt alot about the dynamics of exporting from New Zealand, the logistics, regulation and 
market requirements. I have analysed traditional exporting models and developed alternative strategies 
leveraging the lower margins in online retail.  
Developing export strategies for two very different categories, gave me the insights of working with 
both FMCG products and slow moving made to order products, and gave me specific insight into the 
different marketing and operational strategies needed dependent on product category. 
The project has also given me the opportunity to continually develop my management skills, planning 
and controlling tasks often dependent on each other and requiring delegation to achieve an end result. 
For example when aiding new product development, you can’t list the product until you have product 
panels and description, even though the product is finished and ready to ship. On more of the regulatory 
side, you can’t ship until you have a chain of custody, and can’t list products on EBay until you have a 
PayPal account, which you can’t create until you create an Australian bank account adhering to recent 
money laundering rules. 
8.2 Reflection on Agile Project management 
This project was run using Agile and Scrum methodology, and this section is a personal reflection of how 
the process worked. 
I found the scrum meetings the project team had three times a week often wasteful of time. A 
scheduled 15 minute meeting could carry on for over an hour. This was partly due to not following the 
agile methodology closely enough, and therefore people would not necessarily be debriefed on what 
the outcome of the meeting should be. In future I feel these meetings should be scheduled as needed 
and not just go ahead for the sake of regularity. 
I think the agile methodology is useful and should have been better adopted; its focus on delivering 
workable pieces could have been very helpful and sped up the pilot process, as sometimes reports 
overrode action. This in future will require a project member to actively control tasks, backlog and 
scheduled scrum meetings. 
8.3 My Future with Grow Group 
The Grow Group project will continue until it develops its business case for the proposed new business 
unit. My role will remain until mid-February, until which I will continue work on the Australian market 
entry of MOO Protein. 
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Appendix A- Australian Exporting Considerations report 
For the purpose of this document relating to process and strategy, relevant sections are:  
 Up to Rules and Regulation section on page 28 
 Marketing Plan section on page 38 
The rest of this appendix is relevant background for Australian exporting. 
Overview 
As New Zealand companies grow their business, there is a constant search for new customers. Australia 
seems the logical choice to find these customers. With over five times New Zealand’s population, its 
close proximity, “the world’s most comprehensive, effective and mutually compatible free trade 
agreement”, Australia is our largest export market worth over $9.1 billion annually, roughly 23 percent 
of total exports. (1) 
While there are many similarities, in our outlook, lifestyle, business practices and sporting rivalry, there 
are significant differences. It is these differences that are often overlooked which lead New Zealand 
companies to poorly enter the Australian market, making it a more costly and complex endeavor than it 
otherwise need be. 
Australian Markets 
The Australian Market can be viewed as eight distinct markets consisting of six states and two 
territories; each state has its own regulatory and legal requirements, and varying consumer behavior’s. 
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Figure 6: Map of Australian territories and states 









New South Wales (7.3) 
Victoria (5.6) 
Queensland (4.5) 
Western Australia (2.4) 














Population 22.6 million 
GDP A$1,260 B 
GDP growth rate 3.4%  (2011 est.) 
GDP per capita A$56,400 (2009) 
Inflation 2.4% 
Total Goods imports 
(USD) 
$202 B 
Total Imports from NZ $10.579 B 
Total Goods Exports 
(USD) 
$212 B 
Total Exports to NZ $11.01 B 
Exchange rate A$1 = NZ$1.26 (Oct ‘12) 
Unemployment rate 5.1% (Aug ‘12) 
Table 7: Key Australian Statistics 
Market Considerations 
Why Companies fail 
New Zealand companies fail to successfully penetrate the Australian market for a number of reasons; 
however there are some similarities in the mistakes they make and it nearly always falls down to in-
adequate planning. Therefore this section is an overview of some of the common planning mistakes 
made by Kiwi companies and some questions which should be answered to determine their export 
readiness. 
Lack of export intelligence 
Here we will view export intelligence as adequate due diligence and an understanding of the export 
market environment. Many companies incorrectly view Australia as a single export market, where in fact 
it should be viewed as eight distinct markets consisting of six states and two territories; each state has 
its own regulatory and legal requirements, and varying consumer behavior’s. Below are the components 
of this export knowledge which are commonly overlooked or not fully researched before entry. 
Market Knowledge and clarity 
Many companies do not have a clear vision of where their product will fit into the Australian market, 
without a clear vision of how you will differentiate and place your product in market you will likely fail. 
This is research intensive at the front end but will guide the decisions you make and concentrate your 
efforts. 
You should be able to answer the following: [3] 
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 What similar products exist in the Australian market? 
 Can my product match or beat my competitors offering? 
 Can I tailor my product to meet the need of the consumers? 
 What is my unique selling proposition? i.e. how is my product differentiated? 
 What do my competitors offer that I don’t? 
 Will I need to alter my products features, packaging, physical appearance, and/or brand name to 
suit the Australian market. 
 Can I provide an adequate level of customer service to this market? 
 What level of after sales service and warranty requirements will I need to offer? 
 Which distribution channel will I use? Wholesale, retail, e-commerce etc. 
 How will I get my product to its customers? Distributors, agents or sales people. 
 What are my customers lead time expectations between purchase order and delivery? 
 
Inadequate connections and resources 
Many companies underestimate the importance of leveraging their connections. Australia is a tough 
environment to conduct business, establishing networks is one of the most critical factors to success. 
You will need to develop your supply chain network and have the available resources to maintain a long-
term commitment to this market. 
Some questions you should be able to answer are: [2] 
 Have I made contact with reliable business partners, such as distributors and agents? 
 Do I have reliable financial, legal and market advisors in my new market? 
 Will entering this new market have an impact on my ability to service existing demand? 
 How much market intelligence is freely available, or will I need to contract third parties? 
 Is my business scalable enough to meet new and growing market demand? 
Underestimation of the costs 
The Australian market as discussed above is very different to the New Zealand market. One of the major 
problems companies face when entering it is the lack of financial planning. Companies frequently 
underestimate the costs associated with establishing their presence in market. Here are some of the 
common overlooked costs: 
 Legal costs: Australia is one of the most litigious countries in the world and as such has some 
very demanding laws and regulations to adhere to. The costs in meeting all the regulatory 
requirements can be very expensive and more capital intensive than most companies plan for. It 
is important to note in addition to regulation, this is most likely a market you are not familiar 
with and as such will likely rely on increased legal representation. 
 Marketing costs: Marketing costs are very high in Australia, and many companies don’t properly 
plan for this expenditure. It will take time for consumers to adopt your product and most likely a 
significant marketing campaign, it is important to have long-term commitment and the financial 
resources to plan for this. 
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 Channel and distribution costs: Many businesses will choose a business model of going through 
a distributor or agent. These are good methods of getting your products to customers, however 
companies need to adequately price in these costs, distributors can charge anywhere from 12-
45% and logistics and distribution can cost anywhere from 8-95%. Many companies fail to 
adequately price these margins into their cost base and often find once they have entered the 
market that they are unable to meet their cost base. 
You should be able to answer the following questions: [3] 
 How does my price point compare to competitors products? 
 Will I need and how much will insurance be? 
 If channel partners are obtained, what will be the final retail price of my product? Do I want and 
am I able to maintain control over my product pricing. 
 What are the regulatory requirements around my product? How long do they take and how 
much do they cost? 
 
 Consumer Sentiment toward NZ made products 
New Zealand Trade and Enterprise commissioned the Nielson Company to undertake research of 
Australian perceptions around New Zealand businesses. Below is a summary of their findings [4]: 
 There is high equity in the New Zealand brand, but it lacks a compelling and focused single 
message, and it is underutilised by New Zealand businesses. 
 There is no evidence that poor business competency is inhibiting Australian business 
engagement with New Zealand. 
 New Zealand businesses are held in high regard but they need to engage in more effective and 
intensive marketing, being more proactive and pushing harder. 
 For most, the sector propositions are seen as credible and a fair reflection of New Zealand’s 
offerings, and they spark interest. 
 New Zealand has great potential and advantage in the food and beverage sector especially in 
organics and produce with sustainable values. 
 New Zealand is highly regarded and seen to provide quality and dependable solutions on par 
with Australia and in some instances exceeding Australian capability in the engineering and 
manufacturing sector. 
 There is a perception that New Zealand’s Medical Technology and Industrial Biotech sectors 
should be strength because of the strong science base, good intellectual capital and well-
respected research and researchers. 
 Overall, Australians see strong similarities in the Australian and the New Zealand business 
cultures. 
 Australians find New Zealand business easier to deal with than any other country i.e. they prefer 
New Zealand’s direct, ‘straight up’, more open, informal and personable business relationships. 
 Critiques are few and inevitably followed by ‘but it’s the same in Australia’. 
 ENMG 680 Final Report                           Sebastian Pierce Page 27 
 
27 
Final Report V1.0 
February 2013 
 
 New Zealand is viewed as the seventh state albeit ‘tongue in cheek’. This domestic mindset 
means that New Zealand often gets overlooked as a business contender. 
 The New Zealand Tourism brand and marketing efforts in Australia are admired; they indicate 
‘smart and determined business’. 
 NZ is also seen to have some strong sector leaders, e.g. Fonterra, Sealords, Air New Zealand, 
which create a halo effect offering significant leverage opportunity to elevate other businesses. 
 In terms of the perceived attributes of the New Zealand brand, there is an emerging 
differentiation around sustainability (led by Food and Beverage) and consistent perception of 
high quality and innovation, however there is no strong sense of unique advantage.  Openness 
to collaboration is high. 
 There is high equity in, and strong positive free floating attributes ascribed to the New Zealand 
brand, but it is underutilised by New Zealand businesses. 
 
 Online Retail considerations 
The online retail market in Australia is booming with analysts predicting it to grow from AU$16.9b in 
2009 to over AU $37b in 2013 [5]. There is a strong need to move quickly to secure a long-term future in 
this market and almost every retailer should for two key reasons; superior margins and strong growth. 
Here are some of the major considerations for Australian online retail. 
Online Retail - Useful Resources 
General information and customised guides on e-business are available  
at: www.business.govt.nz 
Australian Domain Name Administrator: www.auda.org.au 
Internet Industry Association website: www.security.iia.net.au 
Department of Broadband Communications and the Digital Economy  
website:  http://www.dbcde.gov.au/ (information about registering an Australian  
domain name)  




With traditional exporting, exporters generally send their goods to a foreign market where they sell their 
products themselves or a distributor or agent sells on their behalf. There is a new emerging model based 
around the rise and prominence of online retail. The model is to sell your products online in Australia 
but warehouse and carry out fulfillment from New Zealand, this model has a number of advantages: 
 Better margins by not using a distributor or agent. 
 Less commitment and resources to sustain in market presence. 
 Not liable for Australian GST. 
 On orders under $1000 AUD goods are zero rated and GST free (NZ inclusive) 
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Importance of focused product strategy 
Retailers need to be very aware of their online product focus and how this might evolve over time. 
Loosely speaking online retail tends to suit some types of products more than others. Products which do 
best are typically: [5] 
 Those that look the same when they arrive at the customers doorstep as they do on the 
website, such as books, it equipment and food and beverage. 
 Those that can be impulse purchases- click and buy. Such as high fashion items. 
For impulse purchases, having a strong returns policy and product description are key to overcoming any 
concerns about cut size not being right. 
Also offering bulk discounts and loyalty schemes is under utilised by most online retailers, these 
schemes can help build brand loyalty and customer satisfaction. It’s in these ways online retailers need 
to be thinking about innovating. 
Managing Inventory 
You need to choose an inventory model based on a balance between the service level you’re aiming to 
achieve and the risk level you’re willing to bear. At present most online retailers chose to: 
 Pre-Purchase stock. If the retailer has efficient inventory management, customers are happy 
because products they want to purchase are ‘known’ to be available and in turn delivered 
quickly. However the retailer takes on all the inventory risk. 
 Take stock after customers buy it. This limits inventory risk, but can lead to slightly longer 
delivery times. This model does also require a close supplier relationship. 
 GG model. Will be similar to the pre-purchase model where we will hold stock, but more like 
that of a vendor-managed-inventory system. We hold the stock so get the benefit of quick 
delivery and customer satisfaction while not bearing the inventory risk. There will however need 
to be some consideration for unsold stock as it would not likely be viable to return. 
 
Rules and Regulations 
In general New Zealand goods are given preferential treatment and can enter Australia duty free under 
the Closer Economic Relations Trade Agreement (CER), provided they meet criteria under the Rules of 
Origin (ROO) Test. This determines that a good has been made in either Australia or New Zealand.   
Prior to 1 January 2007, to enter duty free, goods had to qualify under the 50 percent rule, calculated at 
the last process in the manufacture, i.e. at least 50 percent of the product’s content is manufactured in 
New Zealand and/or Australia; or at least 50 percent of the total value of the product has been added 
through production in New Zealand.   Now, new ROO based on a Change of Tariff Classification (CTC) 
approach have been agreed. Under the CTC approach, a product will generally gain duty free entry as 
long as the manufacturing process in Australia or can enter under either of these rules of origin until 
2012 but after then, only the new CTC approach will apply. 
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 What quarantine requirements apply to the goods? 
The Australian Quarantine and Inspection Service (AQIS) inspect goods arriving in Australia.  Quarantine 
restrictions apply to a number of product categories, including foods and beverages, chemicals and 
pharmaceuticals.  An import permit application is required if a product or any of its ingredients is 
identified on the restricted item list.     
Quarantine Requirements- Useful Resources 
For more information, see the Australian Quarantine and Inspection 
Service (AQIS) website: www.daff.gov.au 
 
Find out if your product is subject to quarantine conditions by referring to 
the AQIS import conditions ICON database, located in the quarantine 
section of the website: www.daff.gov.au/aqis 
 
 Are the goods prohibited? 
To find out if your product has any special restrictions, check the Australian Customs website: 
www.customs.gov.au or consult your customs broker.  
Your goods may require additional registration if they contain industrial chemicals like solvents, 
adhesives, plastics, inks, printing and photocopying chemicals, paints and household cleaning products.  
There are also restrictions on cosmetics, toiletries, and therapeutic goods.  [3] 
Prohibited/Restricted goods- Useful Resources 
National Industrial Chemicals Notification and Assessment Scheme:  
www.nicnas.gov.au 
Australian Pesticides and Veterinary Medicines Authority: 
www.apvma.gov.au 
Therapeutic Goods Administration:  
 www.tga.gov.au 
 
 What customs requirements will you need to meet? 
Customs will need to clear your goods on import.  You also need to know what permits, duties and 
import regulations apply.  This will likely be an E certificate, however contact NZTE for more information. 
Is there duty payable on the goods? 
New Zealand goods are given preferential treatment and can enter Australia duty free under the 
Australia New Zealand Closer Economic Relations Trade Agreement (ANZCERTA), provided they meet 
criteria under the Rules of Origin (ROO) test. This determines that a good has been made in either 
Australia or New Zealand.  
Prior to 1 January 2007, to enter duty free, goods had to qualify under the 50 percent rule, calculated at 
the last process in the manufacture i.e. at least 50 percent of the product’s content is manufactured in 
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New Zealand and/or Australia; or at least 50 percent of the total value of the product has been added 
through production in New Zealand.  
Now, new Rules of Origin based on a Change of Tariff Classification (CTC) approach have been agreed. 
Under the CTC approach, a product will generally gain duty free entry as long as the manufacturing 
process in Australia or New Zealand involves a specified change in its classification under the global 
Harmonized Commodity Description and Coding System. 
Exporters can enter under either of these rules of origin until 2012 but after then, only the new CTC 
approach will apply. However, this does not apply to men’s and boys’ apparel which must still meet the 
50 percent local content rule. [3] 
The new approach will not change the rules relating to the treatment of “wholly obtained goods” i.e. 
goods that are obtained or produced entirely in the country, such as minerals extracted there, vegetable 
goods harvested there, and live animals born and raised there.  The Tariff code, which determines the 
rates of duty payable by an importer, is also available on the Australian Customs website: 
www.customs.gov.au.The code contains more than five thousand headings and sub-headings.   
The majority of goods identified in the Tariff code attract a nil or 5 percent duty rate.  However, there 
are some specific exceptions to this rule. These exceptions include: passenger motor vehicles and 
related items, textiles, clothing and footwear and related items and excisable goods such as alcohol and 
tobacco.  
For further information, please consult a customs broker. 
 Valuing goods for customs duty 
Transaction value is the most commonly used method for valuing goods for customs purposes. This 
value is based on the actual price paid (or payable) for the imported goods, subject to certain 
adjustments. Freight and insurance costs are generally excluded.  
Valuation of imported goods is complex and importers should consult a customs broker or Australian 
Customs.  Valuation fact sheets can be found at the Australian Customs Service website: 
www.customs.gov.au 
 Import documentation 
Import Entries or Informal Clearance Documents must include: a commercial invoice (certified invoice); 
Bill of lading (B/L) or Airway bill (AWB); and a Certificate of Origin.  Other required information includes: 
invoice terms, details about the goods, the buyer and the seller, quantity of goods, country of origin, 
freight and insurance costs 
 Export entries 
All export entries with a value over $1,000 Free on Board (FOB), unless otherwise exempt, must be 
supported by an export entry lodged with the New Zealand Customs Service. If you fail to lodge an 
export entry you may incur penalties. 
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 Business and product compliance requirements 
Companies doing business in Australia need to ensure that their existing products comply with the Trade 
Practices Act (TPA) and State or Territory fair trading laws. The three key compliance areas are:  
Labeling  
The CER agreement means that New Zealand packaging and labeling requirements are generally 
acceptable in Australia.    
EAN and barcodes are applicable in both countries. EAN is a multi-industry system for identifying 
products as they move through the global supply chain.   
Information about labels required by Customs can be found on the Australian Legal Information Institute 
website:  www.austlii.edu.au or at the Australian Competition and Consumer Commission website:  
www.accc.gov.au 
Warranties and refund policies  
Australian legislation requires that a product must perform according to its sales description. A product 
can be subject to a claim even if it is not under warranty. Warranties also apply to services. 
If a retailer needs to replace the product due to faults, the supplier is required to either:   
 Replace product 
 Cover the costs of obtaining equivalent product 
 Cover costs of repairing the product 
 
Product safety and liability  
Australian product liability legislation makes manufacturers, distributors and/or retailers legally 
responsible for the safety of the products they make and sell.   
If a customer suffers an injury or their property is damaged as a result of faulty goods, then they can 
seek compensation from the manufacturer, retailer or distributor. 
Companies should ensure the following:   
 Products meet safety standards – goods comply with particular performance, composition, 
contents, methods of manufacture or processing, design construction, finish or packaging rules. 
 Warnings are placed on packaging.  Products have clear usage instruction, especially if there is 
any possibility of danger from accidental or deliberate misuse or failure. 
The Australian Competition and Consumer Commission (ACCC) is responsible for compliance with the 
Federal Trade Practices Act.   
Product and Business Compliance- Useful Resources 
Further information on product safety and liability is available on the 
Australian Competition and Consumer Commission (ACCC) website:  
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Standards New Zealand: www.standards.co.nz 
Standards Australia: www.standards.org.au 
 
 Environmental regulations 
Certain goods or appliances manufactured or imported into Australia may need to comply with 
environmental standards before they can be sold.  Standards include: [3] 
  Energy rating   
  Energy star   
  Fuel consumption   
  Greenhouse gas emissions   
  Water efficiency 
Environmental Regulations- Useful Resources 
Visit the relevant State or Territory Environment Protection Authority (EPA)  
Website for information on licenses and permits.  A list of all State and  
Territory authorities and contact details can be found at:  
www.business.gov.au 
 
Other licenses and permits 
Check what other business licenses and permits could be required at the Business License Information 
Service (BLIS) website: www.business.gov.au (look under Registrations and Licenses). 
 
Business setup and obligations 
 Australian Company Structures 
Australian subsidiaries and branches of a foreign company can be formed or registered as: [6] 
Sole traders 
A sole trader is a single owner or operator of a business and does not have any partners. As a sole 
trader, you will be responsible for the liabilities of your business.  
Partnerships (limited and unlimited)  
A partnership involves two or more co-owners participating in a business.  A partner may be an 
individual or a company. Each partner shares the responsibilities, risks and profits of the business 
according to terms set out in the partnership contract.  
 
A limited partnership 
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Involves two or more co-owners, where one owner is a standard partner and the other owner is a 
limited partner. The limited partner can limit the responsibility for losses and debts by the amount 
invested in the partnership.   
A Proprietary Limited (Pty Ltd)  
Company is a private company that can sue and be sued. The number of partners involved is not limited 
by law. It is limited by share capital or by shareholding. However, there cannot be more than 50 non-
employee shareholders. This structure accounts for the majority of Australian businesses. Proprietary 
companies must register for an Australian Business Number and a Tax File Number.   
Joint ventures 
Joint ventures (JV) are formed under a joint venture agreement. The joint venture itself is not regarded 
as a single legal entity.    
 Regulation Requirements 
Company Registration and name check 
A foreign company must register with the Australian Securities and Investment Commission (ASIC). On 
registration you will be given an Australian Company Number (ACN). You will also need a director based 
in Australia. NZTE strongly recommends against using a family member/distributor or a friend due to the 
complexity of the reporting requirements and legal obligations. To register online see: www.asic.gov.au. 
You will also need to register your business name in every state or territory you operate. [3] 
Company Regulations- Useful Resources 
Search the Australian Securities and Investment Commission National Names  
Index to see if your proposed business name exists as a company name:   
www.asic.gov.au 
 
You can also search the Australian Business Number (ABN) lookup website at: 
http://www.abn.business.gov.au to see if your proposed business name is listed with a 
registered ABN.  
 
Contact the State or Territory Consumer Affairs Office to check availability of your name.  
A list of the State and Territory contact details can be found at:  
www.business.gov.au 
 
Search the Australian domain name administrator: www.auda.org.au to see if your 
proposed website domain name already exists. 
 
You will also need to check that your proposed business name does not conflict with anyone else’s 
registered trademark. You can do this at the IP Australia website: www.ipaustralia.gov.au 
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Registering an ABN 
An Australian Business Number (ABN) is a single unique identifier used for dealings with a range of 
Australian Government departments and agencies, including the Australian Tax Office and Customs, as 
well as with other companies.   Australian businesses are generally required to deduct 48.5 percent 
withholding tax from payments where no ABN is included on the invoice. The exceptions include 
payments made to a non-resident who is not carrying on an “enterprise” in Australia or through an 
agent in Australia.    
To apply for an Australian Business Number (ABN) you will need to have registered your business name 
(see 4.2.1)  
You can register online at Australian Business Register: www.abr.gov.au and obtain the Tax basics for 
small business booklet from the Australian Tax Office website at www.ato.gov.au. 
Registering a TFN 
Register with the Australian Taxation Office (ATO) by applying for a Tax File Number (TFN). This enables 
you to pay and claim back any Australian taxes. You can apply for a TFN online at the ATO website: 
www.ato.gov.au. 
Registering a trademark or applying for patent protection 
A registered trademark gives you the right to use your trademark as a means to distinguish your goods 
and services from those of another trader.  A registered trademark can help you legally stop imitators 
from using your brand in the future.  
You should consider applying for a patent if you have created a device, substance, method or process 
that is new, inventive and useful.  
IP Australia is the Australian Government agency responsible for administering patents, trademarks, and 
designs: www.ipaustralia.gov.au 
Registering a domain name 
Your domain name is your address on the Internet and gives you an online identity or brand.  If you wish 
to register an Australian domain name (e.g. .com.au or .net.au) you must be a registered company or 
have your IP registered.  
For more information visit the Australian Domain Name Administrator: www.auda.org.au 
Licenses and permits 
Australian Federal, State and Local Governments are responsible for different business licenses, permits, 
registrations and certificates.  These include:  
 Initial business licenses, such as business and partnership registrations, patents, trademarks and 
designs  
 Professional and occupational licenses, such as building and construction, accounting, legal and 
investment licenses  
 ENMG 680 Final Report                           Sebastian Pierce Page 35 
 
35 
Final Report V1.0 
February 2013 
 
 Industry and product licenses such as retail and wholesale, agriculture, building and 
construction and import licenses   
 Public safety and environmental licenses such as dangerous goods, restricted goods and trade 
waste licenses.  
To find out which licenses may apply to you, search the Business License Information Service (BLIS).  A 
list of State and Territory contact details can be found at: www.business.gov.au.   
Annual compliance costs 
Setting up a business in Australia can be expensive. The following is an overview of ASIC fees for 
commonly lodged documents. 
Branch of a foreign company  
Examples of fees for registering as a foreign company include:   
 Reserving a business name - A$41  
 Applying to use the name - A$1,029  
 Applying for registration as a branch of a foreign company - A$412   
 Lodge foreign company annual return - A$1,029.  
The annual compliance fees for operating as a foreign company are A$1,029.  
 
Taxation 
There are significant differences between Australian and New Zealand tax regulations.  Australian 
regulations tend to be more onerous because of their greater scope and administrative complexity. The 
business structure you choose to use in Australia will determine your Australian Insurance Council of 
Australia website: www.insurancecouncil.com.au 
Implications for trading over the internet 
This scenario explores the Australian tax obligations you face if you are a New Zealand resident entity 
that trades over the internet. 
Under these circumstances: [7] 
 
 you generally will not have to pay goods and services tax (GST) or register for GST 
 you will generally not be liable to Australian income tax - income tax only applies if you have an 
Australian permanent establishment 
 you will generally not be liable to Australian capital gains tax (CGT) - CGT only applies to assets 
which have a 'necessary connection' with Australia or are defined as 'taxable Australian 
property', and 
 Unless you are employing workers in Australia, you won't have any Australian superannuation 
obligations or fringe benefits tax (FBT) obligations. 
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A number of different taxes can apply to your business, depending on your location and business 
activity. These include:   
Corporate Income Tax   
The general company tax rate is 30 percent. This rate is applied equally to all the taxable income of a 
company – unlike individuals; companies do not have marginal tax rates or tax-free thresholds.  
Capital Gains Tax (CGT)  
CGT applies when a business or individual acquires or disposes of certain types of assets. The time when 
the asset is acquired or disposed of is known as a 'CGT event'.  Most of these events occur when a 
company makes a profit on land and buildings, shares, or units in a unit trust. It also applies to 
collectables and personal use assets. The ATO website: www.ato.gov.au defines situations in which a 
business may qualify for CGT exemption.   
Pay As You Go Tax (PAYG)   
PAYG is used for paying tax on business income, and also for deducting employees’ income tax 
obligations from their pay as it is earned. Installment payments are required during the year. Most 
companies making employee income PAYG payments do so fortnightly or monthly.    
Excise Duties  
An excise duty is a tax levied on certain types of goods produced or manufactured in  
Australia. The goods on which excise duty is imposed are called excisable goods.  Excisable goods include 
alcohol, petroleum, tobacco and coal. To undertake an excise activity, you need to apply for a license 
relating to that activity. Refer to Australian Taxation Office website:   www.ato.gov.au 
Super Guarantee Charge  
The superannuation guarantee charge applies if an employer does not pay sufficient superannuation or 
does not meet employees’ choice of superannuation fund obligations. 
 
 
Stamp Duty  
Stamp duty is a State tax levied on written documents and some transactions such as:  
Motor vehicle registrations; insurance policies; leases and mortgages; hire purchase agreements; and 
transfers of property, such as businesses, real estate or shares. The amount of stamp duty payable can 
be either fixed rate, or in proportion to the value of transaction. Rates vary from state to state.  
Simplified Tax System  
A simplified Tax System is provided to assist companies with an annual turnover of less than A$1 million. 
The system helps small businesses to reduce compliance costs when determining their taxable income. 
Information about eligibility for this system in provided on the Australian Taxation Office website:  
www.ato.gov.au 
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Land Tax  
Land tax is imposed on landowners. The amount varies from state to state and the retail value of the 
property.   
Council Rates  
Rates are property taxes charged by Local Government on properties in their municipal area to cover a 
range of services.   
 
Zero rated 
For products sent to Australia under the amount of $1000 AUD the goods a zero rated with the New 
Zealand IRD and therefore no income tax needs to be paid on them in either country. 
Employee tax 
There are a number of different tax (and superannuation) obligations that apply if your business has 
employees or contractors. These include:  
Personal Income Tax  
Individuals are considered Australian residents for tax purposes when they have worked 180 days or 
more in Australia within any one 365-day period.  An accurate definition of a worker as an employee, 
hired labour or independent contractor is essential for determining the employer's obligations under 
PAYG. Further information, including tax rates, is available on the Australian Taxation Office website: 
www.ato.gov.au. 
Fringe Benefit Tax   
FBT is payable on benefits of a non-financial nature provided to employees in addition to a salary 
package. Companies can choose to claim an income tax deduction which will help offset the cost of FBT.  
 
Superannuation  
Employers must pay a compulsory rate of 9 percent of the employee’s earnings, in addition to their 
salary, into a superannuation fund.  
 
Payroll Tax  
Payroll Tax is a State Tax on the wages paid by employers. Employers are liable for payroll tax when their 
total Australian wages exceed a certain level called the ‘exemption threshold’. This threshold varies 
between different States and Territories.  
Also refer to the website: www.business.gov.au for essential business information, checklists and 
contact details of Government and business associations. 
Goods and Service Tax (GST) 
Goods and Services Tax (GST) is a broad-based tax of 10 percent on most goods, services (excluding 
unprocessed foods) and other items sold or consumed in Australia. It is payable on taxable imports, 
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regardless of whether or not the importer is registered for GST. Imported goods subject to GST are 
known as taxable importations.  Some exemptions apply to some goods and services.  
GST registration in Australia is legally required when annual turnover of Australian activities is expected 
to exceed A$75,000 per year.  Businesses with lower turnover can register voluntarily. 
The GST Registration Process   
Registration must take place within the first 21 days of doing business. Before you can register for GST, 
you must register your business and get an Australian Business Number (ABN).  
 Failure to meet all GST requirements can result in loss of revenue through withholding taxes, penalties 
and increased administrative costs. See the Australian Taxation Office’s Guide to GST for small business 
and other guidelines available on its website: www.ato.gov.au 
In conjunction with third-party training providers across New Zealand, NZTE organises exporter 
education courses that provide information on Australian GST. This information is available on the 
Exporter Education website: www.exported.co.nz    
Further information is available from the Australian Taxation Office’s website: www.ato.gov.au. A single 
form can be used to register for an ABN and GST. You can download the form and register on the 
Australian Business Register website: abr.gov.au 
 
Marketing and Promotion 
We will consider marketing and promotion from the perspective of the online retail strategy. This way 
we can view template models that are known to be effective in communicating with our online 
customers. 
There are a number of push and pull strategies available to connect with our online retail customers and 
we will discuss some of the options below:  
Pull strategy: Entails heavy advertising and promotion to the end consumer. These include: 
 PPC- Pay per click advertising on either Google or Yahoo! 
 Social media- Facebook and Twitter accounts and sponsored ads. 
 
Push strategy: Involves offering special offers. 
 Sale sites- Such as GrabOne and GroupOn ( Full list available in appendix) 
 Special deals- Run through social media, limited time discounts. 
Landing page: It is important for customers to feel a domestic presence; this can be done by creating a 
.com.au website. Having these alleviates fears around warranty, quality and integrity. It can also be a 
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method of selling your goods. Ads can refer to either the landing page or online marketplace where the 
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Appendix B- Limitless Supplements Business Plan 
Mission and Objectives 
Limitless Supplements is a new company started in February 2012 in Christchurch by Morgan Perry. The 
company is a supplement reseller and Whey Protein Concentrate manufacturer, selling through its 
online website limitlesssupplements.co.nz and through its Facebook page. 
The objectives for Grow Group and Limitless supplements are to successfully enter and grow sales in the 
Australian market. This is in line with the Grow Group Incubation strategy of proving the business model 
and determining our competence in successfully creating demand. 
Specifically Limitless wants to grow revenues and views growth in sales by reaching new customers in a 




Between 2004 and 2008 NZ whey product exports increased from 10 million kilograms to more than 80 
million kilograms with total revenues climbing from less than $10 million to more than $400 million. The 
increase in price is attributable to successful marketing of whey products in Europe, North America and 
Japan by niche sports beverage companies. 
The global production of whey related to our product category which is Whey 80 (as there are 3 main 
types of whey, WPC34 used in food products, WPC80 and Whey Protein Isolate or WPI which is a higher 
quality faster acting protein, both are used in Formulated sports food supplements) was estimated at 
115500 MT per year, worth an estimated $0.76 Billion USD per year in 2008 with an average growth rate 
of 6% in the overall whey market and much larger growth coming from our segment. 
Australia produces roughly 3% of the world whey market and overall is a net exporter, the Australian 
whey protein concentrate market segment our product is in is worth an estimated $22.8 million USD per 
year. 
The use of whey protein as a supplementary sports food can be separated into 3 distinct groups;  
 Big Boys: The first is WPC from large manufacturers such as Optimum Nutrition, Gaspari, 
Musashi and Balance. This category is differentiated at first glance by their product packaging, 
being packaged in tubs as opposed to sealed bags. They differentiate themselves between other 
large brands based on their ‘unique formula’, (which will often be a mixture of whey protein 
concentrate, isolate and even in some cases casein and added vitamins and minerals to provide 
optimum protein uptake). Consumers purchase from this category for a few reasons, one is 
perceived quality in the formula or packaging, as scientifically speaking there is little difference 
between each brand. The second is the taste or mix ability of the protein, as it is often a 
regularly consumed item it needs to be nice to consume. 
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 High Quality/Price: The second group is WPI which is a high concentrate whey protein powder 
delivering about 90% protein content and is manufactured by both the big players and smaller 
niche manufacturers; this segment sells for high price premiums by both the big players and 
niche businesses, in part from increased manufacturing costs. Its main product advantage is 
faster absorption by the body but can sell for more than double what a concentrate sells for. 
The main consumers of this product are people who are less price sensitive and want a quality 
protein powder and also those on weight loss regimens as it also offers a higher protein to fat 
ratio. 
 Niche Firms: The third group is WPC manufactured by smaller niche firms (where we operate); 
often with supplement resellers making their own home brand protein. The quality of WPC is no 
different to the larger manufacturers, just often having far less additives and differentiating 
themselves on perceived quality and flavouring. This segment appeals to the more price 
sensitive and health or natural conscious consumer. 
Market Trends and Growth 
There is a 6% annual growth rate in the whey market, however certain segments of this are seeing much 
larger growth rates. There is strong growth in the natural and organic segment of the food and beverage 
industry overall with some of the successful niche brand WPC suppliers leveraging this trend and 
marketing the natural organic and pure facets of their offering.  
Competitor and Consumer 
Some of the most successful competitors in this segment are the likes of Professional whey, who we will 
consider our benchmark. Their strategy is to leverage the quality of the whey they source from NZ 
(which appears to be from the same supplier) and then flavor it using organic flavors, this allows them to 
focus on the natural aspect, and targeting health conscious consumers; a growing consumer segment. 
Other main competitors are competing on price. They have a very standard offering, where it is just 
whey protein with a flavor and they sell it price competitively. These companies still need to promote 
product quality; however the main purchase decision relies on price, with their products being priced 
below the big boy’s products. 
Our ideal customer profile is someone wanting a tasty easy to mix protein for after gym use and food 
supplementation, which has the bare minimum of additives. They also don’t want to be paying a large 
amount for this product as it is a regular purchase. 
Market Influences 
International whey demand is growing at high rates, with estimated supply to increase to match this 
demand; especially from the U.S who do not put much focus on whey production from their dairy 
industry. There is an industry sentiment that whey prices are underpriced and they do move relatively 
volatilely; this is due in part because there is a whey season and whey can be difficult to source out of 
season if you do not have a holding account. 
There is no tariff or duty incurred in exporting WPC to Australia and if unit price shipped is under $1000 
then no GST tax of 10% incurred either. This helps with logistical viability of small order export. 
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The product is a 1kg bag of flavored or unflavored whey protein concentrate. It comes in a black sealable 
zip lock bag with a bland logo of nutritional breakdown on the front. The product has a 70% protein 
content for flavored and an 81% content for plain, delivering 21g of protein per serve. Protein powder is 
used as a Formulated supplementary sports food (ANZ Food standard code 2.9.4), to increase the 
protein intake of users. The reasons for a protein increased diet, range from the acquisition or 
maintenance of lean muscle mass, sports recovery, meal replacement and weight loss.  
Product Manufacture 
The WPC in its raw or plain form is sourced from Westland milk products; it is mixed in a commercial 
kitchen at Mary Gray’s factory in Christchurch with milkshake flavoring and artificial sweetener and then 
bagged as the final product.  
Recommended Product changes for Australian Market 
Due to consumer sentiments towards products in this segment, there are two types of customers to aim 
for, price conscious or natural conscious. We will aim for the latter as the margins are higher for natural 
category and better suit an export model. Given this decision we recommend the following changes to 
the product for it to differentiate itself in this segment: 
MOO Protein 
1 We will launch a new protein range, it will use the same base protein however will have no 
added artificial sweetener (unless something natural like stevia) and will use natural flavoring. 
2 It will therefore have a new more retro and upmarket looking logo, part of this logo will be a 
brand mascot, Moo the cow. This will tie into the NZ story. 
3 Moo the cow feeds on lush green pastures year round, which results in the purest protein 
available, and then only adding natural ingredients we deliver the purest, most natural and least 
additive protein available. 
4 An Australian based webpage which will serve as a commitment to the market and reduce 
consumer uncertainty about the brand or product. There is a registered company called Moo 
Moo protein, which we don’t think operates anymore so we need to determine if our name is 
suitable. 
It will have a more retro and organic looking logo which also emphasizes quality. This range will be the 
export range and will be a separate line to limitless whey. It will differentiate itself based of its quality 
branding and its natural profile. 
Market Entry 
Market Trends 
There are a few trends within the whey protein market in Australia and these need to be anticipated 
and built into our go to market to strategy to ensure successful market entry and competitiveness. 
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Below is a Summary table of some of the emerging trends. 
Emerging Trend Consequence 
1. LOHAS-Natural/Organic Product ingredients and labeling express natural quality. 
2. Included Shipping Shipping is built into our price 
 
Critical Success Factors 
Critical success factors (CSF) are the critical activities required for ensuring success in market.  The 
following critical success factors along with key reporting areas (KRA) should be focused on within the 
strategy to ensure in market success.  
CSF KRA 
1. Reduce buyer anxiety A. Ensure good product description 
B. Ensure great customer feedback/ testimonials 
C. Create .com.au website 
D. Easy returns policy 
2. Product 
differentiation 
A. Very retro and natural implying logo 
B. Only use Natural Ingredients 
3. Value for money A. Price competitive/ on par 
B. Do not sell for below benchmark price, ensure perceived value 
through price 
 
Market Entry Strategy 
The model which grow group is trying to test through incubation is in part its ability to generate demand 
end execute logistically but also to determine the risk profile it can hold, therefore we are also testing 
the Vendor-managed inventory model. 
Grow Group will take possession of stock from Limitless supplements; it will not purchase the stock, it 
will then list the products on EBay Australia, the initial and major channel for sales. Once sale has 
occurred Grow Group will take payment, and then forward it to the client less the Grow Group Margin. 
Awareness Promotion 
The protein will be sold through group-discount websites to quickly build brand awareness, to tell the 
brand story and to encourage sampling. The sale on these sites will link back to the EBay sales site for 
repurchase and Facebook and company website for product and company information. There will also 
be the opportunity to create a viral marketing video for YouTube, this would be a comical one similar to 
the 42 below one, portraying a funky brand image and taking the mickey out of kiwis, but emphasizing 
our ability to make the purest ingredients.  
Ongoing Promotion 
The Facebook page will be running competitions and promotions, and also have daily updates featuring 
protein powder recipes, training and nutritional tips, and comical things related to sports nutrition, 
training and current events. There will be search engine optimisation to link people searching whey 
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protein directly to our EBay sales site. These forms of marketing are low cost and interactive and will 
allow us to maintain low marketing costs (one of the major barriers to being successful in AUS). 
Financial Forecasts 
Cost Breakdown 
Our strategic goal is sales of 1000 units per month; however we believe average sales to be around 20 
units per day during first year of operations, the cost breakdown is on a per unit sale, per unit logistics 
costs will be lower on bulk orders. 
Regular sales margin 
 AUD 1 AUD = 0.79 NZD NZD 
Price of product on EBay $38  $45.74 
GG Gross Margin $23.44 62% of sales price $29.77 
Payment to client $14.56  $18.50 
Client margin $2.36 19% of COGS $3 
COGS $12.20 32.11% of sales price $15.50 
    
GG    
Gross margin $23.44  $29.77 
Logistics $9 19% of COGS $11.43 
Marketing $3.6 10% of sales price $4.57 
PayPal and EBay fees $5.51 15.3% of sales price $7 
 GST Tax and insurance $3.6 10% of sales price $4.57 
Total Variable costs $22  $27.95 
GG revenue per unit  $1.03    
Table 8: Cost Breakdown 
Note: The Grow Group margin is small at only $1.03 per unit; this is due to increased logistics costs and 
Australian GST. It is likely however we can reduce logistics costs marginally and also have the option of 
increasing the product price; however this makes us less competitive on EBay. Also we have not yet 
added the banking costs of currency exchange. 
Bulk Buy Discounts 
Bulk Buy 
Discounts 









Margin GG % Saving on 
retail 
Sales % 
15+ $27  $34  $1.00 $1.37 20.59% 4.00% 
10+ $28  $35  $1.50 $1.65 17.65% 3.00% 
5+ $30  $38  $3.00 $2.50 11.76% 23.00% 
3x $31  $39  $3.25 $3.02 8.82% 21.00% 
2x $32  $40  $4.00 $3.05 5.88% 13.00% 
1x $34  $43  $5.00 $4.39 0% 34.00% 
Table 9: Bulk Buy Discounts 
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Pro-forma Income statement 
Sales are forecast to be on average 20 units per day during the first year of operations.  They are 
expected to start at around 4-5 units per day and climb to 20 quite quickly after the first promotional 
campaign. We expect them to be relatively steady at 20 units per day. 
Time Frame Sales # Per 
day 
# Days Period Sales Limitless 
Revenue 
GG Revenue Total 
Revenue 
Per month 20 28 560 $2105.6 $2,741.42 $22321.6 
Per quarter 20 84 1680 $6316.8 $5476.8 $66964.8 
Per year 20 240 4800 $18048 $15648 $191328 
Table 10: Sales Forecasts 
Logistics and Payment 
The product will be shipped in bulk orders, most likely of 1000 units to Sydney, where they will be 
warehoused and then courier dispatched upon order. 
Delivery of promotional one day stock will also occur via air freight as orders are likely to be under 500 
units. 
Returns Policy 
This will be at 14-day money back or replacement guarantee. The product will be refunded upon return 
to NZ Post outreach center. The principal will be refunded less shipping and handling costs. 
 
Export Requirements and Considerations 
This is an outline of the legislation, certification and tax considerations around exporting this product. 
 Will require an E certificate- This will require registering to export and gaining an RMP approved 
by MPI. Waiting on approval. Will potentially fall under Mary Grays due to manufacturing there. 
 There is no tariff on exporting this product to Australia, however there is 10% GST AUD payable 
on the sales price. 
 The product is sold in Australia under the joint Australia New Zealand Food Standards code 2.9.4 
– Formulated Supplementary Sports Foods and as such, if it complies with NZ standards then it 
equally applies to Australian standards. 
 It is exported under the category of…. 
Organisation and Management 
Limitless Supplements 
Morgan is a previous business owner and co-founder of the student volunteer army and Christchurch 
earthquake children’s trust. He is also a recent BA graduate and soon to be MEM student.  
Scalability and Working capital 
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Limitless supplements major restrictor on scaling up production is its working capital requirements. They 
have the ability to produce about 1000 units in advance for the Australian market, any more than this 
currently would require increased capital injection. 
Assumptions, risks and considerations 
 In our assumptions we have assumed that we can sell the product in market for $38 AUD, and 
that we will be able to sell about 20 a day once we have established an initial customer base. 
We are also assuming that there is no strong competitor reaction, for example a price war on 
EBay, or competitors moving to mimic our offering. We don’t believe a price war is likely given 
the fragmented nature of the market with multiple sellers and is likely to be able to sell the 
product for $36 with Natural flavor not likely to cost much more than the one currently used. 
 
 We will create an Australian domain for the Moo website so Australian consumers can purchase 
with trust in the product. This will most likely include an information only page but may also 
include an order section. 
 
 Another major risk is poor reviews on the product which would greatly hinder brand perception 
and affect sales. We should make a few initial purchases from the EBay account and create 
some good feedback/stories. 
 
 Need to consider the MOO MOO Protein Company, don’t think they still exist but will ensure the 
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Appendix C- Competitive Environment Analysis 
Competitive Landscape 
There are many companies across a couple of different industries providing similar or part solutions to 
that aimed at by Grow Group. There is however no complete solution for handling all of a company’s 
export needs. World Wide access would be the closest, it states it carries out promotions to increase 
demand for your product but the level of this is hard to ascertain. ShipWire and Amazon fulfillment offer 
warehousing and delivery services which match that of WWA however they do not do the demand side, 
they only deliver on the order once the order has been placed. 
This poses a potentially niche area within the market for Grow Group to operate, if we can create a 
back-end service, based of I.T infrastructure and NZP’s logistics business equal to the likes of ShipWire 
but then also add the front-end demand-creation side, where we actively find and develop new 
customers in new markets, we create an end to end service which meets the needs of the business with 
limited resources, export intelligence and risk appetite, which from our research is a description of many 
New Zealand SME’s. 
 
Competitor Profiles 
Below is an analysis of direct and indirect competitors, a view of their strengths and weaknesses, target 
customer segment and what their likely strategy is. Red boxes are close competition and blue boxes are 







There are a number of retailers and E-retailers who are reselling NZ goods. They 
most likely import them themselves or obtain them from a distributor who does 
import them. Some companies have even come together to create an amazon 
account and sell a few companies products under the banner of a separate 
company. 
 
Strengths  Local online presence (KEY), customers are against buying from non-
domestic websites. 
 Understand local terminology, payment methods, and can have goods 
returned locally.  
 Have established customer base and often marketing platforms 
 
Weaknesses  Do not often match market need with NZ product. 
 Have a more direct approach and singular model that wouldn’t suit a large 
array of businesses. 
 
Strategy To make money reselling quality products. 
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Their model is the export of New Zealand products to a few international markets, 
mainly the US. They only use online corridors but use a few of these online websites 
such as amazon, and also their own website shopping moa which acts as an online 
wholesaler and distributor for the products they stock.  
Their models IP or value proposition is mainly their IT system. They can offer tracked 
and traced product for you, warehouse it and then promote it online, creating sales. 
They meet the needs of consumers in those markets such as, local presence and 
familiarity, overnight delivery, easy payment methods and create a safe service they 
can trust, through channels they are use to purchasing from. 
Strengths  Simple, clean and smooth websites  
 Very smooth IT system to handle operations, including Dashboard 
 
Weaknesses  Have no connections to physical distribution. 
 Level of marketing promotion unknown, but doesn’t seem intensive. This was 
deemed crucial for Australia. 
 





Essentially the same as Grow Groups customer, however their customer should have 
more of an understanding of what markets they want to go to and why, and should be 






Stocks New Zealand made products from kiwi companies; is essentially an internet 
based reseller with a .co.nz based website.  
 
Strengths  Large array of products and products categories. 
 It does allow purchases in multiple currencies. 
 
Weaknesses  Based in NZ (Consumers don’t want to wait for shipping, and have less trust 
in purchasing from overseas websites, trouble of returns etc.). 
 Has passive approach; not going to where the customers are, expects 
customers to come to its site. 
 
Strategy To be the largest reseller of New Zealand made products on the internet. 
 
Ideal customer Ex-tourists who liked something they used while in NZ and are trying to find it or 
expats who are seeking specific NZ products, neither care to much about delivery 
time. 
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Is the New Zealand made campaign that has been around since 1988; however they 
have an online store that catalogues member companies’ products and links you to 
that company’s website.  
 
Strengths  Has strong brand awareness within the NZ market. 
 
Weaknesses  Doesn’t aid in any way with exporting. 
 Doesn’t sell on behalf, is more of an online catalogue.  
 Has passive approach; not going to where the customers are, expects 
customers to come to its site. 
 
Strategy To promote the sale of NZ made products to support local business communities. 
 









Some NZ companies do have an online presence in marketplaces such as 
amazon and Ebay. Some also export their own products to physical 
distributors, wholesalers and in some cases resellers. While larger companies 
are more successful in their attempts, generally due to their larger budgets 
and experienced export staff, there are a few smaller companies succeeding in 
this space. 
 
Strengths  Reduced costs, won’t have to pay a margin for outsourcing, downside 
is most likely just spent on hiring appropriate staff. 
 
Weaknesses  Limited market knowledge and export experience. Will either need to 
hire staff or ascertain it most likely through consultants. Even 
consultant knowledge is limited. 
 Diverging from their focus on core competency, focus on your product 
and outsource global sales. 
 
Strategy To maximize their revenues by maximizing their customer base, get their 
products into overseas markets. 
 
Ideal customer Their ideal customer is anyone willing to buy their product, sometimes certain 
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New Zealand Trade and Enterprise is the government’s economic development agency, 
its goal is to act as a facilitator, to connect New Zealand businesses to the people, 
knowledge and opportunities they need to internationally grow. It provides services such 
as export development consultancy, advice and mentoring, training and market research 
to help develop New Zealand businesses capability around exporting.  
It is however only a consultancy service and does not directly enable a business to carry 
out these functions. It is a first step for companies looking to do it themselves. 
 
Strengths  Between itself and MFAT they have a wide and diverse network of business 
people who can help enable exports. (Would be good for Grow Group to tap 
into) 
 Has intimate knowledge on many of the sectors and markets Grow Group is 
looking at. 
 
Weaknesses  Does not actually conduct any work or services on your behalf, won’t actually 
take you there. It is more of an advisory organisation there to enable you to 
conduct those activities yourself. 
Strategy To facilitate the sustained and profitable participation of New Zealand companies in 
overseas markets, to preserve the future economic probability of New Zealand. 
Ideal 
customer 
NZTE’s ideal customer is a company looking to start exporting or looking at exporting to 





Katabolt is a New Zealand consultancy service which helps a potential New Zealand 
based exporter with the front-end of their exporting. They offer initial qualification, 
network distribution and in market marketing and promotion help. They are the front 
end service we want to be. 
 
Strengths  So called established network of business people globally. 
 Qualification services on viability of exporting your product. 
 
Weaknesses  They don’t handle it they only consult with you. 
 They don’t handle logistics and therefor don’t have the world-class I.T. 
 They don’t reduce any of the risk of entering, only advice. 
Strategy Export strategy consultant, to advise companies on export but not to manage.  
Ideal 
customer 






Borderjump is an API logistics tool; it is designed to integrate into an existing 
ecommerce site and tailor it for international customers. Allowing them to choose 
payment and shipping methods that suit their needs, and marketing to them in 
languages which entice their business. 
 
Strengths  They make purchasing from international stores a more desirable alternative, 
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alleviating a lot of the barriers consumers face. 
 
Weaknesses  There is still other barriers customer’s face when buying from international 
ecommerce sites, such as returns, consumer guarantees, and shipping times. 
  











It would be naive to think that Australia Post was not also looking at leveraging their 
existing strengths in logistics to develop a similar business. Therefore they are included 
in our competitor analysis, while they have not announced anything similar, there is 
always the potential they could follow suit and if so I have outlined some of their 
competencies. 
Strengths  Strong brand awareness. 
 Large Australian and global network. 
Weaknesses  They are similar in nature to our own but can’t be looked into any real detail as 










ShipWire considers itself an Enterprise Logistics company. They specialise in the 
warehousing and distribution of products for online retailers. There soft-ware is market 
leading and integrates into most of the large online marketplaces such as ebay and 
amazon, and also integrates with a number of platform built ecommerce websites to 
integrate at an individual store level. In essence they help you ship your product by 
integrating it smartly into your shopping cart checkout system. They are by no means 
creating the business for you. 
 
Strengths  World-Class automation of DashBoard services 
 World-Class integration into individual websites. 
 Strong and diverse warehousing network 
 
Weaknesses  Does not offer marketing expertise. 
 Does not create demand, only aids with efficient supply. 
  




Amazon or EBay traders or anyone with an ecommerce website. 
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Amazon fulfillment is a logistics business focusing primarily on products sold through 
amazon. You can send your products to the Amazon Fulfillment warehouse, store 
them there and when they are sold on Amazon the shipping details are forwarded to 
FBA and they carry out delivery and after sales service. 
 
Strengths  Integrated system to the marketplace, customer can see that logistics is being 
handled by Amazon. 
 Customer can be certain their after sales service is being handled by Amazon 
(can build trust). 
 Increases hits through Amazon by being listed at top of free shipping 
searches. 
 
Weaknesses  Does not handle any marketing or promotion. Doesn’t increase demand. 
 Requires you to first send your product to the fulfillment warehouse. 
 Limited distribution network, mainly US. So limited net-day-delivery. 
 
Strategy To become the major used logistics supplier for goods sold through Amazon. 
 









There are numerous companies who provide the service of getting your product to 
foreign markets; they can handle shipping, couriers, taxes and duties. They don’t 
specialise in any marketing form and generally do not warehouse the product for any 
length of time. 
 
Strengths  Focus directly on the shipping aspect and can generally offer competitive 
shipping. 
 
Weaknesses  No feedback on how much product your selling or any IT framework around 
warehousing etc 
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A strategy canvas is a diagnostic tool and action framework for building compelling differentiation. The 
horizontal axis captures the range of factors that the industry competes on and invests in, while the 
vertical axis captures the offering level that buyers receive across all competing factors. As can be seen 
below Grow Group’s and the World Wide Access model closely resemble each other; however Grow 
Group aims to differentiate itself through its physical distribution channels and greater marketing 
knowledge and expertise. Most other services are only part solutions for exporting. We have assumed 
necessary capabilities have been acquired. 
 
Figure 7: Strategy Canvas 
3 Tiers of Non-Customers 
 
Tier 1: “Soon-to-be” noncustomers who are on the edge of your market waiting to jump ship. 
The Grow Group business model is aimed at helping mid-market businesses who typically don’t have the 
resources or experience to export, however larger organisations are also able to benefit from this 
service for markets which they have little knowledge. 
Tier 2: “Refusing” noncustomers who consciously choose against your market. 
These are customers who are large enough to have sales and marketing, and supply-chain departments 
to handle their export requirements or simply have established networks and have no need to change. 
Tier 3:  “Unexplored” noncustomers who are in markets distant from yours. 
There is no reason why this service need be explicitly for New Zealand businesses, once established 
companies from all over the world could come to Grow Group for their in market knowledge and 
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SWOT Analysis of Grow Group 
An analysis of the external and internal factors which influence Grow Group has been conducted as part 
of the strategic planning process. The SWOT analysis outlines the strengths, weaknesses, opportunities 
and threats for Grow Group and matches them to a recommended course of action or action framework 
GIDA. 
Strengths Weaknesses 
 Brand name, people trust the NZ Post 
brand, given this trust we are likely to 
be viewed as a market leader among 
clients. 
 In house marketing staff, knowledge 
around product promotion and how to 
move product off shelf. 
 Global Logistics arm to handle 
distribution and warehousing. 
 Capital to acquire capabilities. 
 Only has a small international marketing 
focused team, mainly domestic. 
 No world class I.T like that of ShipWire, World 
Wide Access or Amazon. 
 Un-trialed business model, unfamiliar among 
clients. Unknown as a reseller of products, 
therefore need to build brand story. 
 No physical distributors, wholesalers or 
resellers in our network. 
 
Go Invest 
 NZ Post is leveraging its strengths to go 
after this niche opportunity. 
 In global marketing team for in market/online 
promotion. 
 In world class I.T like that of ShipWire or 
World Wide Access. 
 Develop business model through incubation, 
show success with clients. 
 Acquire physical distributors, wholesalers or 
resellers into our network. 
Opportunities Threats 
 Unfulfilled customer need, to provide 
more front end to exporters. 
 Can extend down the value chain to 
become a business partner. 
 World Wide Access remains a credible threat 
as they could acquire better front end service 
as easy as we could acquire back end I.T. 
 Amazon fulfillment could add front end 
marketing services to its backend fulfillment. 
 Business model doesn’t work, can’t attain 
enough clients to support the required 
infrastructure, or margins to low. 
Defend Avoid 
 Very strong case for acquiring World 
Wide Access, not only for purchasing 
capability or the I.T but for eliminating 
the largest market competitor. 
 Avoid competing with the likes of ShipWire, 
we focus on companies which want the front-
end marketing service as well as the backend 
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Pestle is an expansion on the well-known PEST analysis, a tool used to analyse the macro-environment 
and includes legal and environmental analysis. Given this is generally a macro analysis at a country level 
and Grow Group intends to operate across many boarders, these will need to be done for each 
prospective country, and here I have carried it out for Australia. 
Political 
 
Australia’s political environment is open, progressive and stable. New Zealand has a free 
trade agreement in place with Australia upon which we can export NZ goods to Australia 
duty free, assuming they meet the new rules of origin test (ROO). 
Many of their codes and standards are universal to our own and therefor make 




Australia is New Zealand’s largest trading partner, and a net importer. The country has 
remained relatively strong during the recession due in part to its strong mining sector 
and maintains a per capita GDP of over $50,000AUD. 
Customers are still making consumer purchases, with trends toward more in home 
eating than dining out discount shopping and organics on the rise. 
Consumers are starting to make the digital move, with Ecommerce gaining significant 




There are trends towards purchasing in a more sustainable manner, with reports 
suggesting the LOHAS group, Lifestyle of Health and Sustainability making up 25% of 
Australians and growing. Research has shown an inclination towards more sustainable 
products, but suggests a lack of marketing the products in this manner. This is also 
resulting in strong growth in the organics segment. 
There is also a trend towards more localized appeal; this trend seems to be global with a 
lot of the major global retailers growing their local sections in store.  This is also 
resounded in the sentiment of Australian consumers that 82% surveyed believe it of 




There are major leaps in information technology in recent years, with major competitors 
having very sophisticated but simple to use software which can deliver real-time 
statistics on the entire export process. It is paramount that Grow Group replicate this to 




Australia is one of the most litigious countries in the world, and many companies fail to 
quantify the costs involved in setting up in Australia. It is also has quite different 
consumer laws to New Zealand, where many of our companies are indirectly covered by 
ACC, Australian companies can be extremely liable for faulty products. These 




There are trends towards more eco-friendly products and this falls within the 
sustainability or LOHAS trend occurring in Australia. There are also many environmental 
laws such as anti-dumping, but most are common to New Zealand’s and if you comply in 
New Zealand you will likely comply in Australia. 
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Appendix D- Emerging Trends and Issues 
Market Trends 
MCommerce [10] 
The proliferation of smartphones has given consumers a new vehicle for shopping. They feel more 
comfortable than ever purchasing of a mobile device and this is only going to augmentation by the 
increasing penetration of mobile banking. To capitalise on this trend you will have to have a mobile 
offering, or utilise EBay’s application trading platform. 
 
ECommerce 
The debate rages on over High street experience and online convenience, however with the rise in 
online offerings and their ever increasing sales volumes many stores can no longer afford to remain 
physical only. Allowing customers to touch luxury goods in-store but buying them online for example 
shows how both channels can work in harmony, this builds a great retail experience that delivers an 
easy online purchasing path. 
 
Social Promotion 
Social marketing has existed for a number of years now predominantly in the form of social advertising, 
but over the past year social promotion has become a far more prominent tool. An increasing amount of 
companies are running promotional campaigns through their social media sites, this allows them to 




High and Rising New Zealand Dollar 
A high dollar makes certain products unviable for exporting, due to them not being able to compete 
price competitively. A rising dollar is of even more concern, as it can result in a loss, should our dollar 
rise while product is in market. 
 
Maintaining I.P 
As our export model is by no means groundbreaking or revolutionary and can quite easily be copied, 
there needs to be a differential which becomes our intellectual property. This could be state of the art 
software with market metrics and positions within them or it could be market leading marketing which 
results in superior sales results. Whatever the I.P becomes it needs to be something which attracts even 
those who do have the means to export themselves. 
 
Rising transport costs [13] 
Rising oil prices are not only a prediction but an economic reality, with peak production having occurred 
prices are forecasted to continually rise. With oil being responsible for over 95% of global transport, 
transport costs will undoubtedly rise annually. This issue threatens globalisation and the viability of 
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exporting and therefor the client base Grow Group could have. While the majority of these effects are 
not immediate it is an important consideration for the next decade. 
 
Lack of Capability 
For a fully functional business Grow Group is going to require additional capabilities, currently it has 
global logistics covered but is going to need the following additional capabilities to provide this service: 
 Warehousing Network 
 Distributor Network 
 International Marketing team 
 Reporting software 
I recommend that Grow Group look at focusing on less than a handful of markets initially, and partner 
with companies able to provide these services in those markets. Once it can succeed in these markets it 
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Appendix E- Critical Success Factors 
The following critical success factors are actionable items Grow Group will need to do to ensure it 
remains a competitive business. They are not strategies for becoming a market leader or any other high 
performance goal, just table stakes for playing the game. 
 
Client Screening 
Grow Group will need to ensure they adequately screen and choose clients with good products with 
ample margin to make a profit. Choosing low quality products or low margin products will lead Grow 
Group into trouble with its business model, this is where early stage client screening is imperative, the 
business will not simply take anyone looking to export. Given this it is suggested they focus primarily of 
digital channels, as the supply-chain margins from this model are cheaper it will allow them to broaden 
their potential client list. Templateing the digital entry model will also allow for reduced analysis and 
planning costs and increase profitability.  
Client satisfaction 
The client should be able to grow their sales and profitability while maintaining the vision and 
perception of their company. They should be communicated to promptly, ideally frequently using 
automated reporting and measurement. Their input should remain marginal as they are paying for a 
managed service and therefor are expecting a majority of the work to be managed. 
Meeting Customer Expectations 
The customers which purchase Grow Group’s clients products should be left with a perfect customer 
experience. This means that: 
 Delivery times are on par with market expectations 
 Product descriptions are accurate and detailed 
 Good marketing and customer support offered 
 Grow Group should also portray a domestic presence of the company it represents to relieve 
any worries the customer may have of purchasing from an international company. 
 
International Market Knowledge 
The marketing efforts need to be effective, as this is the driving force behind sales. It should therefore 
have an international focus and meet the cultural norms of its country. Grow Group will need to test its 
ability to design marketing plans internationally and it may need to acquire some international 
marketing expertise (either through contract work or partnering). 
 
 
Learning the Business 
The business process is going to have to be one of continuous improvement but is going to require an 
initial body of knowledge. This knowledge can either be developed through this pilot or could be 
acquired through the acquisition of a competitor. World Wide Access has been named as a possible 
suitor. 
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Develop Independent Culture 
New Zealand Post has a very diplomatic culture and often quite competitive between departments. As 
each department is measured on their own performance criteria it can create unhealthy competition 
between them. It is recommended that this business not just be an additional service upon logistics but 
an independent business unit in its own right, allowing for a culture of market led insight, integrity, 
collaboration, responsiveness, entrepreneurship and ambition for growth. 
 
 
Create Credit lending facility 
One of the major barriers for companies looking to export is inadequately planning for the amount of 
resources they are likely going to expend on entering their new market. Access to appropriate working 
capital for increase in production, upfront marketing and logistics costs can be a make or break for 
moving forward. A credit lending facility service could be a fantastic differentiator for this business and 
another means for generating revenue. New Zealand Post is in a good situation to enable this with 
Kiwibank, a subsidiary of the group. 
 
